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make it for a dime, 
sellitforadollarand 
it’s habit-forming, 
then you don’t need 
us. (Although we'd 
like to meet you.) 


If not, 


the best way to sell 
your product in the 
great Northwest is 
through the tremen- 
dous selling power 
and impact of the 
Northwest’s first 
television station 


REPRESENTED BY EDWARD PETRY 4 CO., INC. 





MINNEAPOLIS - ST. PAUL 
100,000 WATTS - NBC 


— A GOLD SEAL STATION 





The rundown on “Mike Hammer” carries as big a wal- 
lop as the fists of America’s best-read, most-watched 
private eye... 


No. 1 Mystery Series in all syndication for 4 straight 
months !* 

No. 1 of All Syndicated Shows in St. Louis, Kansas 
City, Little Rock, Springfield, Mo., Charlotte, Peoria, 
Altoona; No. 2 in New York, Cincinnati, Washington, 
Scranton-Wilkes-Barre, Shreveport, Wichita; in the 
“top ten” everywhere!* 


Tremendously High Shares of audience in market after 
market! National average — 43,7%!* 


2nd Series Already Renewed...by MARLBORO CIGA- 
RETTES (Philip Morris, Inc.) ... by AEROWAX (Ameri- 
can Home Products Co.) ... by BUDWEISER BEER 
(Anheuser-Busch) ... by LABATT’S BEER and ALE 
(John LaBatt, Ltd.) and many more, plus scores of 
stations in evéry size market! 


HAMMER HOME YOUR MESSAGE 
AND SHATTER YOUR SALES RECORDS! 


MIKE HAMMER siernc 
DARREN M‘°GAVIN 


78 half hours now available! 


produced by reévie productions 


mca tv 


FILM SYNDICATION 


598 Madison Avenue, New York 22 + PLaza 9-750) 
and principal cities everywhere 
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29 RAINBOW STILL ELUSIVE 


But color video is gaining steadily in audience 
appreciation and sponsor interest 






COLOR DOUBLES RATINGS 


Crosley study shows that viewing soars in homes 
with multichrome television sets 















KEY FOR KROGER 








Consistency appears to be the secret of grocery 
company’s tv advertising success 





SUNRISE SUCCESS 





Local live morning program pays off in ratings, 
advertisers and profits jor WBTV 










MUPPET INVASION 


The nation’s capital city takes to its heart the 
Wilkins marionette-puppet salesmen 





STATION DIRECTORY 

























Comprehensive guide to station addresses, rates, 
top executives and national reps 
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LOOK! WLOS-TV ; 
IS CHANGING 
THE RATING 
PICTURE IN THE 
CAROLINA 
TRIAD! 


Asheville, N.C. 


Spartanburg, S.C. 
Greenville, $.C. 


WLOS-TV... 
SELLING 

NEW -RAHNG 
FORCE! 


EP RTT ELE OH LE EY 


| ARB—NOVEMBER—1958 


Asheville ¢ Greenville * Spartanburg 


SBR: 


; % 


SHARE OF AUDIENCE 


SUNDAY through SATURDAY ; 
6:00 P.M. to 10:00 P.M. 


Bk. 


MONDAY through FRIDAY 
3:00 P.M. to 6:00 P.M. 


WLOS-TV.. oc cccccccccces 35.2% 
Station “hb”... scccccccecs 30.5% 
Station “ce”... ee ec eeeeees 22.5% 











Watch for further impressive gains by 


WLOS-TV 


Unduplicated ABC in 
Asheville ¢ Greenville * Spartanburg 


WLOS AM-FM 


Represented by: Peters, Griffin, Woodward, Inc. 
Southeastern Representatives: James S. Ayers Co. 
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Letter from the Publisher 
The Tv Influence 


The average child spends 20-30 hours a week watching television. 
This naturally imposes a responsibility on the part of telecasters. 
It also generates a concern among parents about the effects of tv. 

The Foundation for Character Education of Boston University 
decided some time ago to undertake a study of television and its 
influence upon children. Thirty-four selected specialists concerned 
with the effect of television on children held a series of conferences. 
These participants included social scientists, educators, spokesmen 
for child care organizations, school systems and representatives of 
commercial and educational tv. The net result of their efforts is the 
most enlightening and articulate study of the effect of television on 
the small fry, and has been incorporated in a booklet called Tele- 
vision for Children. 

According to the report, some of the early fears have been set at 
rest as experience with television grows. “For one thing, parents 
and educators have discovered that much of the television fare of- 
fered to children is of truly excellent quality by moral, intellectual 
and esthetic standards. Furthermore,” the report continues, “we 
know now that tv does not damage children’s eyesight, that there 
seems to be little or no effect on a child’s performance in schools, 
and the circulation of library books to children has not declined 
since the advent of television. In fact, there are instances where 
specific books and plays are in greater demand at the libraries after 
they have been presented on television.” 


Station Problems 

The report deals realistically with the problems of the telecasters 
and enumerates requirements in creating a children’s show: 

A program must be devised which will have wide acceptance by 
its intended audience and, if possible, some acceptance by adults as 
well so as to extend the total audience as widely as possible. 

_ The program must be acceptable not only by those who watch it 
but also by parent, church and community groups. 

The program must be producable without too much cost either 
of production or of staff time, and it must have certain commercial 
limitations. 

The emcee on a children’s program must be able to project 
warmth and sincerity, be at ease and natural with children and move 
at a slow pace within children’s attention span. 

“Fear, curiosity and achievement,” the report states, “are mo- 
tivating forces in children’s viewing habits. The child, to the extent 
the danger is controlled, enjoys fearing for the safety of his hero 
whether he be a cowboy or Mickey Mouse. . . . Science, animal and 
travel programs stimulate a child’s desire to explore his environ- 
ment, to know and understand the physical world in which he lives.” 

The report points out that telecasters “received from time to time 
much critical pressure from well-intended people who worry about 
one feature or another of children’s programs. Some of these crit- 
icisms prove to be as unfounded as the early fears about eyesight 
were. But some of them will have merit and the telecaster is faced 
with the difficult task of sorting out the legitimate from the crackpot 


and extremist views.” 
Cordially, Lp Jeet 
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KCMC -TV PROVES COMPLETE 





DOMINANCE IN I8-COUNTY AREA 


Texarkana, Texas-Arkansas— Walter 
M. Windsor, recently reappointed 
Manager of KCMC-TV, factually 
points out the dominance of KCMC- 
TV in the Texarkana 18-county area. 


In the November ARB, KCMC-TV 
leads all stations by 3 to 1. Here is the 
share of audience from ; 

sign-on to sign-off: 


KCMC-TV 64.8 
Station B 22.4 
Station C 12.9 





Advertisers can take advantage of top 
ratings such as these: 


I’ve Got a Secret 59.5 
The Texan 59.7 
Sheriff of Cochise 50.6 
The Millionaire 58.9 
6 P.M. Local News (Mon.-Fri.) 48.0 
Doug Edwards (Mon.-Fri.) 53.0 
Zane Grey Theatre 55.3 
To Tell the Truth 59.9 
Name That Tune 68.5 
Have Gun, Will Travel 67.5 
Ed Sullivan 54.6 
Gunsmoke 63.7 
Playhouse 90 50.1 


KCMC-TV 


CHANNEL 6 


Not only is the KCMC- 
TV dominance re- 
flected in the rat- 

ings, but here is 






the coverage pic- 
ture according 
to NCS #3: 


In the 18-county area 91.4% view KCMC- 
TV weekly after 6 P.M. while 86.3% view 
KCMC-TV weekly before 6 P. M. 


The advertiser needs KCMC-TYV to 
sell and sell hard this prosperous half- 
billion dollar 18-county market area. 


Call Venard, Rintoul & McConnell, Inc. for 


more information. 


Texarkana 


100,000 WATTS MAXIMUM POWER 


Walter M. Windsor, General Manager 





Jack Rollings, National Sales Manager 
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““Michiana”’ 


Advertisement 


Somewhere between Chicago and the Ohio State Line, and between Kalamazoo 


and Ft. Wayne, is that nebulous entity dubbed “Michiana.” 


Home of the lark, the Michigan fruit belt, “Test Town, U. 


Irish, the Indiana Dunes and in the heart of the nation’s industrial belt—a many 


faceted thing is this cosmos called “Michiana.” 


Within its boundaries is the St. Joseph Valley—where the home ownership rate 


is 73% 


shore line which not only provides recreational facilities but locales for steel mills. 
South Bend-Elkhart is destined to become a major port of the St. Lawrence Sea- 
way project. Where else would you find America’s largest mint growing area and 


prosperous farm economy surrounding world famed industries with international 


distribution. 


ere at the hub of the nation over 34 million people with an effective buying in- 
H t the hub of th t 4 mill peopl th ffect buyins 
come of $1,580,161,000 live in an exclusive all-uhf “island” market served from 


within by three stations. The clearest and most exciting picture in this area emanates 


the Fighting 


3rd highest in the nation. Here too, you will find miles of lake and river 


from WNDU-TV, located in South Bend-Elkhart, the nation’s 68th market*. 


We thought you would like to know that WNDU-TV not only serves South Bend- 


Elkhart but saturates this unique and diversified area known hereabouts as “Michi- 


ana” 


An advertiser on WNDU-TV reaches a populous ranking No. 1 and No. 2 in in- 


comes between $4000 and $9999, and claims a large stake in the $1,020,138,000 


in retail sales annually. 


Quite a marketplace this “Michiana!” 


*Survey of Buying Power 1958 


Households ranking by Metropolitan Area 
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a buy-able market for the television sales messages of divers advertisers. 
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Interview: PP eonrage 


Assistant Vice President and Media Group Supervisor of Ted Bates & Company, Inc., 
tells why he selects WLW Radio and TV Stations. 





“From programs to promotions, 
on-the-air to point-of-sale, advertising 
to merchandising . . . you just can’t 
beat the WLW TV-Radio 

Stations for ringing up sales." 


“We select the WLW TV Stations and 
WLW Radio because of the complete 
cooperation which the Crosley Stations 
give advertisers.” 


om Mal -@icel)(-\mCicelllol-la-) 

f-Teslellt-m ie) maall-m-lib-leclllare 

T-] eV [ol -m cole-leh',-1a¢h-1-16-Mmale) 
sar hee-lamale)umi-1e-4-melg 


how small." 


Call your WLW Stations Representative . . . you'll be glad you did! 


WLW-T WLW-C WLW-D WLW-A WLW-!I 


Television Television Television OG Television 
Cincinnati Columbus Dayton Atlanta Indianapolis 


Network Affiliations: NBC, ABC, MBS « Sales Offices: New York, Cincinnati, Chicago, Cleveland ¢ Sales Representatives: NBC Spot Sales—Detroit, 
Los Angeles; Tracy Moore & Associates—Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc. —Atlanta, Dallas. Crosley Broadcasting Corporation. 
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. AND IN CALYPSO-LINGO, THIS AL EANS 
* 


*# CARIBBEAN DEFINITION: “DEVIL-MAY-CARE"! 


Sassy as a calypso ballad! Romantic as a moonlit beach! 
A potent blend of suspense, mystery and international 
intrigue amid the feverish atmosphere of torrid Trinidad! 


4, 
Ziv’s new Lo We Wig -Ciete™ SERIES 


IVENTURE 








Explosive Action in the Colorful Caribbean! 


starring 


DANE CLARK 


and introducing 


JOAN MARSHALL 


From the Florida Keys to Trinidad... . they 


tind AQVENWTIMCE in every port of call! 


Every week a sparkling 
half hour! Already signed 
to sell for advertisers 
in over 120 markets! 


SetettstOre 








sw BOSS 


High Point 


~ . 
Put your salesman in a market where sales are W oe Salem 
popping at the retail level to the tune of more than for 5 Greensboro 


3 billion dollars . . . the 75-county WSJS market. 


AFFILIATE 


Call Headley-Reed 
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WHAT’S AHEAD BEHIND THE SCENES Te le = SC Oop aa 


More Post-’48s To Hit Tv 

A new package of post-'48 feature films has been re- 
leased to television by Allied Artists. The package con- 
sists of 24 domestically produced movies. They are being 
distributed by an AA subsidiary, Interstate Television 
Corp. 


Scripto Returns 

Scripto, Inc., which has become a confirmed user of 
spot for its pens and pencils, returns early next month 
in 30-40 major markets across the country for about 10 
weeks. According to Arthur Weil, Scripto account execu- 
tive at Donahue & Coe, Inc., New York, a new series of 
films will introduce a factory-sealed package, a new con- 
cept in selling pens. “Pitchman” Sid Stone is featured in 
the minutes and 20's. The recently introduced line of 
$1.95 pens will also be video-sold. Art Topol is the time- 
buyer. 


Group Ownership Growing 

Trend toward group ownership promises to gain in 
strength through 1959 with several of the smaller groups 
negotiating for additional stations. Merger of Trans- 
continent Television Corp. and Marietta stations this 
month makes Transcontinent owner and operator of six 
television and three radio stations. David C. Moore is 
president of Transcontinent, which already owned wecr- 
Tv-AM Buffalo, wroc-Tv Rochester, 60 per cent of WNEP-TV 
Scranton-Wilkes-Barre and 50 per cent of WSVA-TV-AM 
Harrisonburg. Marietta, owned by Jack Wrather and Ed- 
ward Petry & Co., brought KFMB-Tv-AM San Diego and 
KERO-TV Bakersfield into the merger. 


NTA To Offer More Tape Shows 

National Telefilm Associates will have at least eight 
videotape programs in syndication by the end of this 
year, it was learned at press time. The shows will be pro- 
duced at NTA’s Telestudios under president George Gould. 
They will be distributed by the NTA Program Sales Di- 
vision, which, under Michael M. Sillerman, is responsible 
for all programs for tv—live, film or taped (see Film 
Report, page 44). 


Spot for Hills Bros. 

Although Hills Bros. Coffee, Inc., took a west-of-the- 
Mississippi network buy of Walt Disney Presents on ABC- 
TV, it has renewed its spot schedules in most of the mar- 
kets used last year—Spokane, Tacoma, Seattle, Yakima, 
Bellingham (Wash.), Denver, Pueblo, Albuquerque, Salt 
Lake City, Minneapolis, Omaha, Duluth, La Crosse ( Wis.) , 
Rochester (Minn.), Eau Claire (Wis.), Chicago, Miami, 
Milwaukee, Madison (Wis.), Rock Island (Ill.), Cham- 
paign, Green Bay, South Bend, Indianapolis, Detroit, 
Toledo, Kalamazoo, San Francisco, Bakersfield (Cal.), 
Eureka (Cal.), Portland (Ore.), Chico (Cal.), Fresno, 


Sacramento, Los Angeles, Las Vegas-Henderson, El Paso, 


Tucson, Phoenix, San Diego and Honolulu. Filmed min- 
utes and 20’s on year-round schedules are running. Paul 
Kizenberger is the timebuyer at N. W. Ayer & Son, Inc., 
Philadelphia. 


CBS Stations May Swap Tape Shows 

CBS Television Stations Division is currently exploring 
means by which its owned stations would produce local 
public-affairs programs on videotape for eventual exchange 
among themselves. Under the plan, each station would 
produce a series of 13 half-hour programs on tape. Since 
there are only three CBS-owned stations with tape facili- 
ties at present (wcss-tv New York, KNxt Los Angeles 
and wBBM-TvV Chicago), these would supply each other 
with a half-hour program per week to make for an hour- 
and-a-half block of public-affairs programming per week. 


Common Market A Boon To Tv Film Sales 

Formation of the European Common Market has greatly 
simplified selling of television film overseas, according 
to Paul Talbot, president of Fremantle International, Inc. 
For all practical purposes, the six participating countries 
(West Germany, The Netherlands, Belgium, Luxembourg, 
France and Italy) have become one market in terms of 
administration and billing, says Mr. Talbot. There is only 
one tariff now (instead of six), and currency is inter- 
changeable, he points out. Language and cultural differ- 
ences of course continue to complicate the situation, he 
says, but it is a greatly eased one. 


Tv Sells Little Orby 

Tigrett Industries, makers of a toy called “Little Orby” 
that “walks” up walls, reports sensational sales results fol- 
lowing four-week spot placements in kid shows in Boston 
and Chicago, and plans to set schedules in Cincinnati, 
Columbus, Los Angeles, Portland and Seattle, among other 
top markets. More than one-half million of the toys were 
sold in Chicago, with the company finally having to buy 
spots asking the public to excuse the delay in filling orders. 
Media director James Kirkconnel is the contact at S. E. 
Zubrow, Inc., Philadelphia. Similar exciting results were 
noted for the agency’s Fleer Double-Bubble Gum account 
which used spot in top markets last spring to promote a 
kids’ contest. Similar action may be forthcoming shortly 
for this year. 


Trans Lux Tv Moves Into Black 

Preliminary estimates indicate that Trans Lux Television 
will contribute to the earnings of its parent company 
(Trans Lux Corp.) for the first time this year. The tv 
company attributes its black-ink position to the Encyclo- 
pedia Brittanica Film Library, which it has been distribut- 
ing for almost two years. Trans Lux Tv is currently pitch- 
ing a new animated cartoon series, Felix the Cat, and a 
deal on this is expected momentarily. 
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LASSO THESE 
HARD-T0-GET 
__ SPONSORS 


SS 
BESS IE 






DELIVERED! 


A major potato chip sponsor to 
12 stations in a four-state area! 
. . . Whether it’s potato chips 
or petroleum distributors, 
“Cisco Kid" helps deliver ac- 
counts on your station's ‘‘most 
wanted” list! 






Could you use a local... 


¢ FOOD PACKAGER 
e INSURANCE AGENCY 
¢ BAKERY 
e GROCERY ASSOC. 
e DEPARTMENT STORE 
¢ DAIRY 
¢ TOY COMPANY 


Sponsors in ALL these classi- 
fications (and many, many 
more) are on TV stations in 
markets coast - to - coast with 
the new “Cisco Kid"’ plan. 

You can offer sponsors a rat- 
ing-proved series that’s backed 
with a complete market-tested 
traffic and direct sales-building 
plan. Low cost. Wide appeal. 
Get the facts from: 





















CISCO KID DIVISION 
1529 Madison Road 
Cincinnati 6, Ohio 


Telectstore 


12 February 23, 1959, Television Age 





Country in Us All 


... the article “Television Harvest” 
about the rich benefits which rural 
America and farm-product sponsors 
can reap from television . . . is an 
extremely well-done piece, and I wish 
to congratulate you and your associ- 
ates on giving attention to this field 
which we think has such great poten- 
tial. We feel, of course, that most of 
the well-done farm television shows at- 
tract sizable urban and suburban audi- 
ences, too, as there is a lot of country 
in most people whether they know it 
or not, and besides, all consumers 
have a vested interest in things per- 
taining to their food and fiber sup- 
ply. We’re calling attention to the ar- 
ticle in our RFD Letter this week. . . . 

: LAYNE BEATY 

Chief Radio and Television Service 

U. S. Department of Agriculture 
Washington, D. C. 


Career Counsel 


. . in the Dec. 15, 1958, issue of 
TELEVISION AGE, we note an article 
that we would like to reprint for in- 
clusion in our service. The article is 
titled “Crew Behind the Crawl.” We 
would appreciate it very much if we 
could receive your permission to re- 
print these articles and make them 
available to career counselors in high 
schools for use by their students. . . . 

CoRRINNE FREDENBURG 
Chronicle Guidance Publications 
Moravia, New York 


Market Series 

In our files we have several of a 
series of “Changing Television Mar- 
kets” studies which you have pub- 
lished from time to time. However, 
there are certain states in which we 
are interested on which we seemingly 
have no data. 

If you have published this informa- 
tion for the states of Mississippi, Ten- 
nessee, North and South Carolina, 
Louisiana and Kentucky, would you 





please send us tear sheets of the data. 
E. A. W. SCHULENBURG 

Vice President 

Ridgway Adv., St. Louis 

Note: The Virginia, North Carolina, 
South Carolina market study is being sent 
to Mr. Schulenberg. Studies on both Louisi- 


ana and Kentucky are planned for later ~ 
this year. 


Busy Corner 
. Office-space problems seem to 
be a common occurrence at Blair-Ty 
these days (preparing to move to 
Corning Glass Bldg., 717 Fifth Ave.) 
. Visiting station men are keeping 
the hastily improvised “Station Men’s 





Area” a beehive of activity. Shown 


in photo (1. to r.) are Howard Masch- 
meier, general manager WNHC-TV New 
Haven-Hartford; Fred Ebener, sales 
manager WOW-TV Omaha; Shaun 
Murphy, sales manager 
KTvi St. Louis. The derbied gentle- 
man, pausing between calls, is John 


national 


Vrba kttv Los Angeles, vice presi- 
dent in charge of sales. 

MarTIN Katz 

Blair-Tv 

New York City 


Promotion Primer 

Don Softness’ “Promotion Primer” 
was indeed a welcome piece of edi- 
torial material in TELEVISION AGE’S 
November 17th issue. As a comment, 
I would like to add one more impor- 
tant function of the promotion man- 
ager in a modern broadcasting sta- 
tion, referring to Joe Baisch’s chal- 
lenging speech at our BPA conven- 
tion. 





The promotion manager must be a 
key member of the operating team. He 
must contribute ideas to program- 
ming, to long-range planning. Audi- 
ence promotion can bring viewers to 
a television program, but if the view- 9 
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Join us in a word of congratulations to KOMO-TV, our station in Seattle, 
and its award-winning live color programs. 1958 The Sylvania Television 
Award for the nation’s outstanding local children’s show, Captain Puget. 
1956 The Sylvania Television Award for the nation’s outstanding local 
news show.mLike we’ve been Saying, you join a winner when you 


buy KOMO-TV to reach western Washington. g THE KAT ZAGENcy 
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It’s this easy 
to get programs and sponsors together, anytime 


When television programs and commercials are Videotape* recorded, they can be scheduled to run in 
almost any combination and at any time. Stations can dovetail schedules for local, network and special 
events quickly and easily. “Live” spots can be run at any availability. And both can be timed to reach 
‘pre-selected audiences. 
_ And with Videotape recording, stations can plan more “local live” programs ... increase the number of “local 
~ five” commercials ... build up station income. 


But this is just part of the story. Let us tell you how completely the Ampex VR“1000 Videotape Recorder is 
‘changing the face of television. Write today. 
CONVERTS TO COLOR ANYTIME » LIVE QUALITY + IMMEDIATE PLAYBACK + PRACTICAL EDITING + TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE » LOWEST OVERALL COST 





megs PAE RR STREET, REDOWOOD CITY, CALIFORNIA AMPEX 
Offices in Principal Cities CORPORATION 
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ers don’t like what they see they turn 
elsewhere. 

It takes more than promotion ads 
and on-the-air announcements to cre- 
ate the total station image. The sta- 
tion is in the public eye every minute 
it is on the air. Therefore, the promo- 
tion manager’s ideas are a part of the 
teamwork that results in strong televi- 
sion stations. 


If promotion is to be completely 


effective, the promotion manager 
must be made a part of the total man- 
agement team. He cannot be relegat- 
ed to a back room to handle “sales 
promotion,” “audience promotion” or 
“contests” only. His ideas car: 
strengthen the product; he must be a 
a planner, as well as a doer. 
Joun F. Hurisut 
Public-Relations Manager 


WFBM.-TV Indianapolis 


Battle for Mackinac 


High on a bluff overlooking the 
harbor of Mackinac Island stands old 
Fort Mackinac, built in 1780 and 
still complete with massive limestone 
ramparts, cannon and blockhouse. If 
necessary, we Michiganians are ready 
to man the old fort and defend th: 
island. For despite reports to the con- 
trary (TELEVISION AGE, Jan. 12) Mack- 
inac Island still belongs to the state 
of Michigan. The “industryites” pic- 
tured in your publication were on a 
junket to Mackinac Island in MICHI- 
GAN last summer. Pay no heed to 
spurious claims of possession by Wis- 
consin. 


RoBert J. FURLONG 

Executive Secretary 

State of Michigan Tourist Council 
Lansing 

Note: Our apologies to Mr. Furlong and 
the state of Michigan. It is evident that the 
source of our information was in reality a 
Badger State fifth columnist, trying in his 


subtle way to steal Mackinac away from 
Michigan. 


Agency Article 

We would appreciate a copy of the 
excellent article entitled “Visiting the 
Agency,” carried in your November 

17th issue of TELEVISION AGE. 
RicHARD CANFIELD 
Account Executive 
Clark Printing Co. 
Kansas City, Mo. 


Film vs Live Controversy 
Congratulations for accomplishing 
the seemingly impossible. The article 
“Can Viewers Tell?” in your Decem- 
ber 29th issue looks like the definitive 
answer to a question which crops up 
time after time. 
Lee Ranpon 
Henri, Hurs' & McDonald 
Chicago 
Commercial Producers 
Would it be possible to get an extra 
copy of the December 29th issue con- 
taining the directory of Commercial 
Tv Producers, or a separate copy of 
the directory ... we need an extra di- 
rectory. 
LINDEN CHILES 
Radio-Tv Department 
Erwin Wasey, Ruthrauff & Ryan 
Chicago 


. ... the annual news issue... . 
was well prepared and very informa- 
tive. All television-radio news direc- 
tors should benefit by this article and 
are indebted to you and your staff for 
presenting it 

Loure HENDRICKS 
News Director 
KVU-TV Amarillo 


There, There 


We sure miss it! Hurry, hurry a 
renewal of subscription to TV AGE. 
Mrs. AMALIE SAMUELS 

National Sales 

KGNS-TV Laredo 


Success Stories 


Please send me 12 copies of the 
success stories from Product Group 
#41, Dairies and Dairy Products, as 
they appeared in the Jan. 12, 1959, 
issue of TELEVISION AGE. 

J. W. Wueat 
Promotion & Merchandising Manager 
wwtv Cadillac 


Dairy Success 
. ...+ The dairy success story was 
excellent and is most useful as source 
material for our sales staff. We hope 
you have many more of this nature. 
EucENE B. Dopson 
Manager 


wtvt Tampa 


Spot Perfection 
—"Live” 





Mr. George Gould, President 
NTA’s Telestudios, Inc. 
New York 


“Agencies and advertisers that use 
our production facilities demand 
all the here-and-now intimacy, the 
depth, the dramatic impact of live 
delivery — plus the perfection and 
protection of pre-recording. That’s 
why Norman, Craig & Kummel, Inc. 
came to us for Videotape* record- 
ing of the Speide!l Corporation's 
watch band sales messages.” 


AMPEX 


CORPORATION 
934 CHARTER STREET, REDWOOD CITY, CALIFORNIA 




















*TM Ampex Corporation 
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ot =, SRE RR moves pene auc 5 one Way... straight up! Ask Conoco, 
wi which has just renewed WHIRLYBIRDS for its third year in 65 markets. 
Cakor: Or National Biscuit (10 markets), Scudder Foods (9 markets), Coca-Cola 
oo. markets). Or Anheuser-Busch, Citizens Savings & Loan, Duffy-Mott, 


neral Electric, R. J. Reynolds, Philco, American Oil or Pillsbury Mills. 


les : advertisers (major-leaguers who know all the angles) know that 
HIRLYBIRDS outclimbs competition. This high-flying action series is 
i si in its time period in Portland, Me. (39.8 rating); Miami (35.4 rating); 
Roanoke-Lynchburg (39. 7rating); Milwaukee (30.8 rating); Mobile (44.1 
. 1 " ng); Atlanta (33.5 rating) and Denver (32.1 rating). These are only a 

’ few of the places where WHIRLYBIRDS commands supremacy of the air. 


Make WHIRLYBIRDS your sales vehicle. You'll have the climb of your life. 


‘_..the best film programs for all stations”’ CBS Fi LMS © 


NEW YORK, CHICAGO, LOS ANGELES, DETROIT, BOSTON, SAN FRANCISCO, ST.LOUIS, DALLAS, ATLANTA. IN CANADA: S.W. CALDWELL, LTD. 
























Hi 


ar EES Ra ae 


OED ESERIES SAGA RE EBay 





| ele ae 

SORES 

a 
mee 








Big Pitch From Signal Hill 


And this one’s a belt-high blazer in anybody’s ball game... the 
Kansas City Athletics baseball broadcasts will come from WDAF 
Radio and TV starting this year! 


The young man tuning up below will bring together Kansas City’s 
two most famous hills—the pitcher’s mound he’s standing on at 
Municipal Stadium and Signal Hill, home of WDAF. This is vet- 
eran sportscaster Merle Harmon, the Voice of the A’s to millions 
of fans in: six states. Merle will do play-by-play for the Joseph 
Schlitz Brewing Company and the Skelly Oil Company. 


It was real cool at the Stadium when Merle got his first feel of the 
WDAF mike, but we couldn’t wait to spread the word. In the first 
place, pitchers and catchers report very soon now, and Merle will 
be heading south for training camp. In the second place, we think 
our Athletics-WDAF team may figure big in your spring and 
summer selling plans for Mid-America. In short, it’s later than you 


think. Better check with our good reps as soon as possible. 
RADIO: Henry |. Christal Co., Inc. e TELEVISION: Harrington, Righter & Parsons, Inc. 


BASIC NBC 


A NATIONAL THEATRES STATION 
























Business barometer 


Network billings showed another gain in December, although other classes of tele- 
vision were off slightly over those a month earlier. 





The TELEVISION AGE Business Barometer survey shows that network billings in December 
j were up 2.7 per cent over those in November. This put December network 
billings at a level 6.1 per cent higher than they were a year ago. 





The increase in network totals for December was the fifth successive month in which 
the classification has shown an increase. 





In August network billings were up 4.1 per cent over the previous month. In 
September they were up again 1.1 per cent. In October they climbed a 
record breaking 22.4 per cent, and in November 4.4 per cent. The 2.7-per- 
cent gain in December tops this climb, as the chart indicates. 





Comparing the December gain in 1958 with that in previous years for the month alsc 
shows it in a favorable business light. In 1953 the network billings gain 
in December over that in November was 4.6 per cent. That in 1954 was 2.9 
per cent; 1955, 1.9; 1956, 2.9; 1957, 0.5, and this year, 2.7. In summary, 
the gain this year was average in spite of the fact that the industry had 
made a record one-month jump only two months earlier, in October. 

































Dollar figures compiled by NETWORK BUSINESS 
TvB's LNA-BAR reports 
show that network 
billings for December 
were $54 million, up 
8.4 per cent over 
those for December 
1957. This figure is 
somewhat higher than 
the 6.1 per cent the 
Business Barometer re- 
ports. 








De« Jan Feb Mar Apr May June July Aug Sept Oct N lhe 






For the year network totals 
are $567 million, up 
9.8 per cent from the 
$516 million estimated 

for 1957. 













Division of the billings be- A December up 2.7 per cent over November 
tween the three net- B Dec. 1958 up 6.1 per cent over Dec. 1957 
works shows for the 

year: ABC-TV with a 

total of $103 million, up 24 per cent over the $83 million last year; CBS- 
TV, $248 million, up 3.6 over the $239 million in 1957, and NBC-TV, $216 
million, up 11.3 per cent over $194 million. 











The March 9th issue of TV AGE will include the Business Barometer report for local 
and spot business for December. It will include the comparison of business 
in these two categories with that a year ago as well as that in the 

preceding month — November. 
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“Me an’ J.K. 


is just like this!” WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 

on local tastes. Between “acts”, Jay interviews 10th Anniversary of CHANNEL 10 


visiting celebrities, and leaders of local and national 
civic groups. ““The Jay Kroll Show’ — another WJ AR-TV 
good reason why WJAR-T'YV has won the TV heart 

of the PROVIDENCE MARKET. Cock-of-the-walk in the PROVIDENCE MARKET 


NBC - ABC - Represented by Edward Petry & Co., Inc. 
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THE WAY IT HAPPENED Ne WS fro nt 


Late-night features draw big audiences . . . page 21 


CBS-TV Videoscene improves live programs . page 21 


WBC schedules prime-time public service . . page 25 


Late-night Prime Time 

Late-night programming can draw 
audiences equivalent to, and some- 
times superior to, prime-time audi- 
ences. At least that’s a conclusion 
reached by MCA TV researchers, who 
have watched the ratings on Para- 
mount features for several months 
now. 

With the right feature programming 
station prime time can be extended 
to midnight and beyond, judging 
from results of MCA TV’s survey. 
Many of the features have out-drawn 
high-ranking programs in so-called 
prime time. 

As an example, KIRO-TV Seattle 
scheduled Paramount’s Going My 
Way from 10 p.m.-12:30 a.m. on Oct. 
11, and in successive half-hours the 
feature scored the following ratings, 
according to American Research Bu- 
reau: 24.2, 26.4, 26.6, 25.4 and 16.0. 
Prime-time half-hours that evening 
didn’t achieve that level. Ratings were 
28.5, 15.6, 18.6, 21.9, 31.2 and 9.2, 
from 7-10 p.m. 

wcss-Tv New York, on Jan. 31, 
with Wake Island, drew the follow- 
ing ARB’s: 11:15 p.m.: 20.5; 11:30- 
midnight: 21.6; midnight-12:30 a.m.: 
21.6; 12:30-1 a.m.: 21.1. Even that 
last half-hour of Wake Island topped 
all of the station’s programming from 
7-9:30 p.m. 

On Dec. 6 wrcn-Tv Minneapolis 
programmed For Whom the Bell Tolls, 
and in successive half-hours consist- 
ently topped prime-time ratings with 
ARB’s as high as 32.1 and 31.6. 

WBz-TV Boston telecast Paramount's 
And Now Tomorrow on Oct. 11 and 
averaged a 17.5 ARB for the period 
between 10:30 p.m. and 12:30 a.m. 
The station’s average between 7 and 
10:30 p.m. worked out to an 18.0. 
That same feature rated a 16.9 for 
the last half-hour, from midnight- 
12:30 a.m., greater than the network 


and local programming during four 
of the seven preceding half-hour seg- 
ments. 

KETV Omaha, with This Gun for 
Hire (on Nov. 6 from 9:30-11:15 
p-m.), got an average ARB of 26.5. 
The average for the hours between 7- 
9:30 p.m. was 25.5. 

MCA TV reports that similar fig- 
ures were reported by ARB for such 
stations as WBBM-TV Chicago, KPIX 
San Francisco, wcau-Tv Philadelphia 
and KNXT Los Angeles. At least one 
conclusion: with such audience fig- 
ures, station rate cards can be ad- 
justed upward. Another conclusion: 
national and local advertisers are as- 
sured of top audiences when top fea- 
tures are telecast. 


Process Improves Live Tv 

Probably the biggest handicap to 
live television production has been 
eliminated with the perfection by 
CBS-TV of the new electronic camera 
system which makes it possible to 
blend live action with miniature sets. 

By the use of the new system, called 
Videoscene by CBS-TV, performers 
appear to be moving naturally through 
life-size sets, although in reality tiny 
miniature models are used while the 
actors go through their paces in 
front of a specially produced back- 
ground made up of a blue light-re- 
flecting material. 

A master camera used in the sys- 
tem has two picture tubes, with one 
tube covering the actor while the oth- 
er produces a silhouette of the actor, 
blacking out the background. A satel- 
lite camera covers the miniature set. 
All signals feed into a keying ampli- 
fier, where they are blended into a 
single composite picture which the 
home viewer sees on his television 
screen. A camera-linking servo sys- 
tem synchronizes movements so that 
when the master camera is moved the 





Off-the-screen photo of Johnny Cash 
playing guitar on miniature western 
town set. Below is a view of several 
of the miniature sets used in the 
Videoscene process. 





satellite follows it exactly. The com- 
posite scene is always in perfect 
focus. 

In television production, film pro- 
grams have always had an advantage 
over live shows in that it is possible to 
use elaborate background sets, natural 
scenery and distant location shots that 
are not practical within the confines 
of a television studio. With the use 
of Videoscene all of these effects are 
possible. Any sort of background, in 
any proportion, can be pictured. 
Either miniature background sets, 
still photographs or motion pictures 
can be combined into a single tv 
scene. 

The new system was designed by 
the CBS Television network produc- 
tion-development department over a 
three-year period. One of the major 
developments which made the new 
system possible was the production of 
a special background reflective mate- 
rial which was made under CBS or- 
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“The RCA Television Tape Recorder Meets Fondest Dreams 


“Monochrome and color pictures recorded and produced by the RCA color television tape recorder are 


WBTV, Charlotte, North Carolina—first televi- 
sion station to record and air a locally produced 
color television tape recording, has been using 
RCA Color Television Tape Equipment since 
September 5, 1958. Their experience has led Tom 
Howard to report: “It is evident that RCA’s 
design engineers did not limit their efforts to just 
getting video and audio signals on tape—they 
remembered that their customers had to maintain 
and operate the gear day-in and day-out. 


MASTER ERASE HEAD A TIME-SAVER 


**We like the master erase head. It eliminates the 
necessity for bulk erasing, assures a clean tape at 


Be Sure to See the New 
Features of the RCA Color Television 
Tape Recorder in Operation at NAB 
Convention, Chicago, March 15-18. 


Tom Howard (kneeling) listens while Frank 
Bateman, Technical Operation’s Manager 
(right) points out the cue-track recording 
head to other WBTV executives (left to 
right) Charles H. Crutchfield, Executive Vice- 
President, Jefferson Standard Broadcasting 
Company, and Kenneth Tredwell, Vice- 
President and Managing Director, WBTV. 


all times and in many cases allows for selective 
erasing and re-recording of spots or other program 
material without destroying the entire contents of 
the reel. It is a time saver. For instance, if there 
has been a false start or a fluff in a spot or in 
the early part of a recording, it is only necessary 
to back up the tape and start again. There is no 
need to remove the reel, bulk erase, replace the 
reel and start all over again. 


BUILT-IN FACILITIES COMMENDED 


“We commend the decision of the RCA design 
engineers that necessary operational equipment 
should be built-in instead of being made available 
as ‘accessories.’ We appreciate their facing the 
facts of operational life by incorporating the 
master erase head, the built-in audio monitoring 
speaker for cuing and continuity, the built-in } 
picture monitor, the built-in CRO, the built-in 
switcher for picture monitor and CRO input 
signal selection, the elapsed time meter for slip 
rings and brushes, the metering of individual 





of WBTV Engineers in Daily Operating Conveniences!” 


—Says Thomas E. Howard, V.P. Engineering and General Services, WBTV. 
superb, and we are impressed by the convenience and versatility designed into the equipment.” 





Engineer Dallas Townsend super- 
vises the recording of the “Betty 
Feezor Show"—first locally pro- 
duced color program to be re- 


video head recording currents, the continuously 
adjustable tape wind and rewind speeds for rapid 
and accurate cuing of tape, and the built-in test 
signal channel for rapid check and trimming of 
color processing equipment, even while a color 
signal is being recorded. 


CUE TRACK A “MUST” 

“Most of all we love that cue track—in our 
opinion it is destined to be a ‘must’ in every tape 
operation. The value of the cue track seems to 
be limited only by the imagination and ingenuity 
of the user. 


““We use the cue track to bridge the program 
director’s channel during record operation. This 


corded and “aired” by a tele- 
vision station, 


channel becomes our cue reference. This big fea- 
ture has enabled us to salvage some ‘fluffed’ spots 
in programs or to insert new spots—live or on film 
—in a program that has already been recorded. 


AVENUE TO AUTOMATION 

““RCA’s pioneering in incorporating the cue track 
in television tape recorders is a valuable contribu- 
tion to smoother tape operation and definitely 
opens another avenue to automation.” 


Your RCA Broadcast Representative will gladly provide 
further particulars about the RCA Color Television Tape 
Recorder and help to integrate this equipment into 
your facilities. In Canada, write to RCA VICTOR 
Company, Limited, Montreal. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 
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Fri. 7:00 P.M. UNION paawne 
The November ARB gives the six BIG 11 REACH shows a two-week cumulative rating 
of 85.2. This figures to a weekly average of 42.6 average rating. ARB shows non-duplicated 
reach for these programs of 50.2 homes one or more times. 


WIIC CHANNEL 11, PITTSBURGH 


Set. 7:00 P.M. HONEYMOONERS 


— 












SAGA I IIIA LAAT AS AAD Aa Ae FS 











™ 


- 


OE B 
eames 


a 


<< a BLAIR-TV 





££ 





24 February 23, 1959, Television Age 














ders by the reflective-products divi- 
sion of Minnesota Mining & Manufac- 
turing Co. This reflective background 
is rendered invisible by use of a spe- 
cial keying light. 

While CBS-TV developed the sys- 
tem for its own use, and the original 
model was entirely handmade, the 
network has applied for patents on 
the key processes involved. Whether 
or not the system will be made avail- 
able for use by other networks or sta- 
tions has not yet been announced, but 
observers feel certain that such will 
be the case when the necessary equip- 
ment can be made more generally 
available. The special blue background 
material is marketed by Minnesota 
Mining as “Scotchlite” brand reflec- 
tive studio walls and floors. 

The new system was put into use 
for the first time on the Feb. 8 Ed 
Sullivan Show when Miyoshi Umeki, 
Japanese singing star of Flower Drum 
Song, and Johnny Cash, appeared. 
Miss Umeki was seen in an elaborate 
Japanese garden which was in reality 
a miniature set, while Cash played 
his guitar against the setting of a 
western town, also in miniature. No 
public announcement was made dur- 
ing the program that the special 
process was being used. 

In announcing the new process, 
Louis G. Cowan, president of CBS-TV, 
pointed out that “only a few years ago 
the presentation of drama on televi- 
sion was seriously limited . . . but 
through the use of Videoscene it now 
becomes possible to implement the cre- 
ative talents of television so as to re- 
produce practically anything the 
script demands.” Mr. Cowan credited 
Edward L. Saxe, vice president for op- 
erations, E. Carlton Winckler, direc- 
tor of production operations, and Paul 
F. Wittlig, manager of production de- 
velopment, for making possible the 
new television concept. 


Prime-Time Public Service 

“Testing a conviction that the ap- 
petite of the American public for in- 
formation and background in the 
crucial issues that face the United 
States and the world today has grown 
dramatically and demandingly,” the 
Westinghouse Broadcasting Co. is go- 
ing to use prime evening time (7 to 





Westinghouse Program Director Dick 
Pack (l.) talks to Ted Granik about 
the two programs he will produce 


for WBC. 


10 p.m.) on its five television sta- 
tions to present two pioneer public- 
affairs forum programs, Youth Wants 
to Know and The American Forum 
of the Air. 

Donald H. McGannon, WBC presi- 
dent, in announcing that the two 
Theodore Granik-produced programs 
will be shown on the stations at least 
once each month, observed that 
“there is sound proof” that the pub- 
lic is anxious to be better informed 
on important issues. The local spe- 
cials will give the WBC audience the 
opportunity to “see and hear great 
men of our times face the hard reali- 
ties and complexities of the nuclear 
world . . . under conditions that will 
permit maximum family exposure,” 
Mr. McGannon continued. 

The two programs will be either 
an hour or a half-hour in length and 
will originate in the studios of wrTc 
Washington and WNEW-TV New York, 
which will be broadcasting both 
shows. They will be available for 
commercial sponsorship. The WBC 
stations which will carry the pro- 
grams are KDKA-TV Pittsburgh, KYW- 
TV Cleveland, KPIx San Francisco, 
wJz-TV Baltimore and wsBz-Tv Bos- 
ton. The programs will be syndicated 
to other tv stations with tape equip- 
ment. 

Even though Westinghouse is well 
known for its interest in public serv- 
ice and professes a philosophy that 
“broadcasting is most effective on 
stations that have earned the respect 
and confidence of the communities 
they serve,” its decision to pre-empt 


prime evening time in its five impor- | 


tant markets must be regarded as a 
bold step for the company. 
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SALES MANAGEMENT 1958 
POPULATION 1,095,200 
FAMILIES 268,300 
EFF. BUYING INCOME $1,256, 409,000 





It’s Nice To... 


KNOW 


What You're Getting! 


@ BALANCED PROGRAMMING 
@ AUDIENCE RATINGS 

@ COVERAGE 

@ COSTS PER THOUSAND 

@ TRUSTWORTHY OPERATION 
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There’s plenty of evidence around to show that stunning sales results are being achieved 


every day by black and white television. But the addition of living color to your advertising } 





produces a horse of a much more vibrant hue. With living color, your product—animal, 
vegetable or mineral—takes on an entirely new complexion, springs to exciting new lif 
before your customer’s very eyes. The truly wise guy today is the one who knows that now 


is the time to jump into color with all four feet—on the NBC Television Network, of course. 





WHO'S THE @ WISE Guy 
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IS RATING WEEK! 


* NEWS * SPORTS 
, * PUBLIC SERVICE 
*« WESTERNS 
« COMEDY 
* CHILDREN’S SHOWS e Broad programming, covering every audience base, makes 
* MYSTERY WSPD.-TV television Toledo television. This wide variety of appeal 


*« ADVENTURE 
« VARIETY to every member of the family—day and evening— is the big reason 


*« TOP MOVIES WSPD-TV can meet and whip the rating challenge every week! 


If it has audience appeal Ask your Katz man. 
.. Channel 13 has it! 











Storer Television fe} 


WSPD-TV Toledo + WJW-TV Cleveland - WJBK-TV Detroit + WAGA-TV Atlanta + WITI-TY Milwaukee 















Rainbow Still Elusive 


Television Age 


FEBRUARY 23, 1959 


But color is gaining steadily 


in both appreciative audience and 


advertiser interest 


T: get the television industry’s color picture 
into sharp focus, it’s necessary to do a con- 
siderable amount of fine tuning. For a clear, 
unobstructed view, an overabundance of contrast 
must be corrected. 

Color is progressing steadily, say its adherents; 
color will go nowhere with its present limitations, 
say its detractors. Color sets are too costly, cry 
those who are not selling color sets; the public 
will pay for color’s added dimension, say those 
who are ringing up sales. Color pictures are not 
“true” and sets are hard to tune, murmur the 
people viewing a set in an appliance-store win- 
dow; we turn a dial and get a perfect picture, 






” 
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say families living with color in their homes. 

The list is virtually endless, but any number 
of claims and disagreements cannot refute a ma- 
jor fact: in 1958 the volume of color sets pur- 
chased by the public equaled 60 per cent of the 
total units bought during the four previous years. 
The growth is significant not only in size, but in 
that it was accomplished largely through the ef- 
forts of only one network and manufacturer 
and without the huge monetary losses suffered 
previously. 

At Sylvania Electric Corp., Frank W. Mans- 


field, director of market research, stated that the 


MY Electronic Industries Association—which tabu- 
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Julie Harris’ fireworks lit up Little Moon of Alban 


30 


lates production and sales figures 
from all important electronic manu- 
facturers—issues no exact number of 
color sales, inasmuch as a single man- 
ufacturer produces more than 50 per 
cent of all sets. 


However, Sylvania’s coordinator of 
sales analysis, Charles Casser, revealed 
that his company is currently estimat- 
ing a 1958 figure of 160,000 color-set 
sales. With 275,000 units estimated in 
use at the beginning of last year, a 
total of 435,000 sets is now considered 
as presenting the rainbow to the pub- 
lic. Mr. Casser noted also that the 
electronics industry often considers 
the Sylvania estimates somewhat con- 
servative. 


“One of the interesting points about 
color-set sales,” said William Boss, 
RCA’s color coordinator, “is that they 


kept rising right through the recession. 
Business during the first part of 58 
was healthy, and the latter half of the 
year was very strong. December was 
the best color month we’ve had yet. 
And, with dealers’ stocks depleted, 
we expect a good-sized wave of orders 
early this year.” 

Admittedly, the percentage of color 
sets in U. S. homes is a small fraction 
of the total number of tv receivers— 
less than one per cent, inasmuch as 
the country’s 44 million tv homes have 
at least one black-and-white set each. 
But where black-and-white sales have 
fallen off over the past years, color 
continues to climb toward the “magic” 
million-set mark some industry off- 
cials think will bring all major manu- 
facturers and networks into the color 
picture. 

“Dealers at first resented the com- 
petition of color sets with their sales 
of ordinary receivers,” Mr. Boss stat- 
ed. “Now, with the decline in b&w 
sales, they're finding an entire new 
market for tint sets.” 


At present, the manufacturers mar- 
keting color sets, in addition to RCA, 
are Magnavox, Emerson and Packard- 
Bell, while such makers as Motorola, - 
Admiral and General Electric have 
produced models in the past and often 
have a few available. The RCA three- 
gun tube is used in 95 per cent of all 


color sets. 


“An encouraging sign,” said Mr. 





the 
ders 
con- 


bout 
308s, 
they 
sion. 
f °58 
f the 
- ‘was 
| yet. 
leted, 
rders 


color 
ction 
ers— 
ch as 
; have 
each. 
; have 
color 
1agic” 
y off- 
manu- 
. color 


> com- 
r sales 
ss stat- 
n b&w 


re new 


rs mar- 
» RCA, 


ackard- 


ytorola, - 


ic have 
.d often 
4 three- 
it of all 


aid Mr. 





Boss, “was a recent announcement that 
Westinghouse intends to enter into 
color-set production for its 1960 line. 
They hope to capture 10 per cent of 
the total market.” 


One of the main obstacles to mass 
acceptance of color by the public at 
large has long been considered the 
“high” prices of receivers. Virtually 
any conversation on the subject be- 
gins with “why pay $500 for a color 
set when a black-and-white set costs 
$99.50?” Well, as Mr. Gershwin’s 
Sportin’ Life once remarked, “It ain’t 
necessarily so.” 


True, a careful study of manufac- 
turers’ price lists reveals one or two 
small-screen portable b&w sets at just 
under $100. More common, however, 
are units at $169 and up, with one 
manufacturer presenting a 14-inch 
portable at $299. In the table-model 
and console field, black-and-white 21- 
inch sets by name manufacturers list 
anywhere from $250 to upwards of 
$389, asked by a New York depart- 
ment store for the Sylvania “Silhou- 
ette’—which was exhibited at the 
Brussels Fair as representative of 
American tv. Another set which re- 
portedly stirred up considerable in- 
terest, the Philco “Predicta,” lists at 
$270. 


Ordinarily color sets run from 
$495 up to $895, or higher when com- 
bined with record changers, stereo 
sound, etc. But during the month of 
January, a top New York music store 
—not a discount house, where prices 
are perpetually lower than _list— 
offered a $695 21-inch RCA color con- 
sole for $399. 


“Offering the RCA set as part of 
our January store-wide sale,” said the 
company’s sales manager, “created a 
lot of interest in color, and the units 
sold very well. We’ve found the pub- 
lic is really anxious to get color sets 
at a ‘low’ price.” 

While RCA and other manufactur- 
ers acknowledge that the complex na- 
ture of color television prohibits its 
prices coming down much lower—un- 
less a situation should arise such as 
occurred in the home-movie field, 
where the huge demand for color film 
eventually reduced its price to a point 
very near that of less-wanted black- 


















Clues in color: Ellery Queen Belafonte, Allen talk tint 





Africa gives High Adventure local color 


Haggis Baggis, bright daytime offering 


























and-white film—such “special” sales 
throughout the country have helped 
capture many a capricious buyer. 
During the first six months of this 
year, RCA intends to re-price and pro- 
mote a console that, with a sizable 
b&w trade-in offer, is called “very in- 
viting.” Such deals obviously benefit 
the public more than anyone, but help 
to increase the demand for more sets, 
which, in turn, benefits the manufac- 
turers and broadcasters. 

Two other bugaboos which plague 
the color picture are exposure and set 
reliability. The problem of exposure 
—getting the public to view a color 
picture in a store or a home—is slowly 
being resolved. A year ago it was 
estimated that only 25 per cent of the 
total tv audience had seen any pro- 
gram telecast in color. The figure is 
now believed to be 35 per cent and 


possibly higher. Colorcasts seven 


nights each week and Monday-Friday 
daytime enabled thousands to see sets 
in operation in appliance stores. The 


RCA “Carnival of Color” promotion 
first staged in Milwaukee last spring 
and since repeated in a number of 
other major cities resulted in consid- 
erable attention. “One important 
thing we found out in Milwaukee,” 
said Bill Boss, “was that seven out of 
10 color sets brought into homes for 
a ‘free trial demonstration’ were 
sold.” 

The question of set reliability— 
which involves the quality of the color 
picture, ease of tuning the set and the 
necessity of repairs—is being an- 
swered by both the manufacturers and 
the set owners. 

“There is no doubt,” said an RCA 
official, “that a color picture may vary 
in tone from camera to camera or 
from scene to scene. Often this is due 
to minor differences in the camera 
components; sometimes it is caused by 
lighting being different from various 
angles. We find shows which are col- 
orcast from Hollywood look brighter 
because the huge studios there were 


equipped with color lighting from the 
beginning. In the crowded New York 
theatres, the lighting facilities are not 
as comprehensive.” 

He continued, however, to state that 
such variations are not considered dis- 
turbing by the color-set owner. “How 
often,” he asked, “does anyone see a 
truly perfect black-and-white picture 

—with exact contrast, focus and com- 
plete lack of interference or distor- 
tion. Everyone’s walked into a neigh- 
bor’s house to find him staring at a 
fuzzy picture with either tall, thin 
actor; or short, fat ones. Yet no one 
complains. 

“Or take the differences between 
Technicolor, Anscocolor, Pathecolor 
and the rest. Persons used to one may 
complain that another isn’t as good 
—until they get used to it. As to color 
tv, survey after survey has found that 
owners who live with the set in their 
homes and see a number of programs 
are well satisfied with reception. The 
person who glances at a color set op- 


CBS-TV Christmas present in color—The Nutcracker 








Bell tints music specials 


erating in a store window with traffic 
and trollies outside causing interfer- 
ence often is disappointed, and rightly 
so. Under ordinary home conditions, 
most people find color as perfect as 
could be desired.” 

Possibly the most effective answer 
to the query, “Don’t you have to be 
an electrical engineer to tune a color 
picture?,” is the remote push-button 
control now available on some tint 
sets. Standard controls have proved 
to be no more complicated than the 
contrast and fine-tuning dials on a 
b&w set. 

Repair work on color sets still falls 
largely to RCA-trained technicians, 
and dealers recommend a service pol- 
icy being taken out on new units. A 
three-month service contract runs 
about $40, while the full-year policy 
costs $89. Installation is included in 
both contracts. However, all new RCA 
color sets now carry a one-year war- 
ranty on all parts as well as the pic- 
ture tube. Purchase of a service con- 
tract is not mandatory, and at least 
one instance is known of a buyer who 
bought no policy, had the store deliver 


Astaire was color-taped for repeat 


the color set, installed it himself by 
connecting the antenna to the ter- 
minals and plugging the cord into the 
wall socket, turned the “on” dial and 
enjoyed flawless reception for nearly 
two years before his first service call. 

An executive at CBS-TV gave his 
personal opinion: “Color seems to be 
like automobiles—one new car runs 
without a hitch for years, and another 
gets overhauled every 100 miles.” 

Bill Boss noted that the 700 line of 
RCA sets which came out in 1957 
were relatively simple and trouble- 
free in comparison to the preceding 
models. “Last year’s 800 series,” he 
said, “was even better in construc- 
tion. The dealers were extremely 
happy with them because they were 
easy to demonstrate and sell, and com- 
plaints were neglible.” 

Color sets, then, are priced within 
reach of a great many American view- 
ers, are easily operatable and only 
slightly more susceptible to mechan- 
ical failure than black-and-white sets 
(statistics show an average two-and- 
a-half service calls for color vs. two 
calls for b&w receivers during the first 


What, 
then, is holding back the buying rush. 

“It’s the old cycle,” said Abraham 
Schwartzman, executive secretary, In- 
stitute of High Fidelity Manufac- 
turers, Inc. “Not enough shows for 


90 days after installation). 


the sets, not enough sets for the 
shows.” 

At first glance, Mr. Schwartzman’s 
statement seems to sum up the story 
completely. One network’s program- 
ming efforts obviously do not supply 
the hours of color all three major net- 
works could offer. Still, the NBC-TV 
network alone gets an hour of tint fare 
on the air almost nightly, with a big 
two-and-a-half hours on Sunday and 
one-and-a-half hours each Friday. 
Daytime viewers are offered an hour 
of color Monday through Friday. As 
shown in a Crosley survey (see page 
34), a color show is virtually assured 
of capturing any viewer with a color 
set. Add the considerable amount of 
local color programming in certain 
areas, and it can be concluded that 
the five-plus hours the average home 
spends before its tv set daily includes 


(Continued on page 76) 
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ov a color-television set spurs 
interest in viewing to double 
that in homes where only black-and- 
white receivers are available. 

That was one of the many interest- 
ing and often startling conclusions 
reached in an exhaustive double- 
barreled survey just completed in 
Cincinnati by Burke Marketing Re- 
search for Crosley Broadcasting Co. 

Launched to determine exactly 
what happens when a color-television 
set is purchased, the researchers un- 
dertook first, what 


happens to the rate of viewing color 


to determine, 


programs as compared with black- 
and-white 
what are the attitudes of color-set 


programs and, second, 
owners toward color receivers, color 
programs and the service they are 
getting in color. 

Homes with color-television sets, 
the researchers have concluded, are 
not only twice as likely to be watch- 
ing a their 
neighbors are to be watching the 
in black-and-white, 
but these same color-set families are 
about 40 per cent less likely to watch 


color program as 


same program 


b&w programs as they would be if 
they didn’t own a color set. 

In spite of this, sets in use average 
much higher in color-set homes than 
they do in black-and-white homes. 
The actual average is 67.4 per cent 


for color families, as compared with 
56.2 per cent for b&w. 

As to attitudes, the 
found that satisfaction with color 


researchers 
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Color doubles ratings 


television is quite high. About 85 
per cent of the respondents gave 
either excellent or good ratings to 
the color programs, the quality of 
the color and their set performance. 

Seven out of eight families said 
that, if they had it to do over, they 
would again buy the color set. The 
things liked most about color tele- 
vision were its realism, its beauty 
and its increased clarity over black- 
and-white. 

Complaints were mostly about 
color distortion or focus, particularly 
on taped programs, and the fact that 
not enough programs are aired in 
color. 

The Crosley rating survey con- 
sisted of 3,192 telephone calls. It 
was a typical telephone coincidental 
survey, except that it was made 
simultaneously among two separate 
samples of homes. The first sample 
consisted of color-tv set owners and 
the second of owners of black-and- 
white tv sets. 

Interviews consisted simply of de- 
termining what, if any, station was 
being watched and a confirmation 
that the family was properly classi- 
fied as to black-and-white or color-tv 
ownership. The survey was made dur- 
ing seven different time periods. In 
each time period a color program was 
being aired. Morning, afternoon and 
evening time periods were repre- 
sented in the study, as well as Satur- 
day, Sunday and Wednesday nights 
and programs both of local and net- 





work origination. In each time period 
more than 200 interviews were made 
in homes with b&w sets only and 
more than 200 in homes with color. 
Interviews in both types of homes 
were made concurrently. All color 
programs were on WLW-T Cincinnati. 

Of the seven programs studied, 
three are local and four NBC-TV 
network. The summary table shows 
program ratings for each of the three 
Cincinnati stations in b&w as well as 
in color homes. 

The Paul Dixon Show (9-10:30 
a.m., Mon.-Fri.), as the table shows, 
received a 4.2 rating in b&w homes, 
while the program on Station B re- 
ceived 13.9 and that on Station C 
4.2 in the same time period. In color- 
set homes Dixon received 9.3, while 
the Station B program got 6.4 and 
the Station C program 4.3. The sets- 
in-use total in black-and-white homes 
was 22.3, of which Station C received 
an 18.8-per-cent share, Station B a 
62.5-per-cent share and WLW-T an 
18.8-per-cent share. In _ color-set 
homes Station C had a 21.4-per-cent 
share, Station B a 32.1-per-cent share 
and WLW-T 46.4 per cent of the 20.0 
sets-in-use rating. 

Ruth Lyons (12-1:30 p.m., Mon.- 
Fri.), another local show, got a 16.6 
rating in b&w homes, while the op- 
position on Station B received 1.6 and 
on Station C 5.0. In color homes the 
WLW-T show got a rating of 32.5, 
while Station B got 3.9 and Station C 
4.6. Sets in use in b&w homes totaled 


Crosley survey shows television viewing soars in hot 






















































TABLE 1: ALL PROGRAM RATINGS 

Black-and-White Homes Color-Tv Homes 
WLW-T B C WLW-T B + 
PAUL DIXON 

: (9-10:30 am, Mon.-Fri.)} 4.2 13.9 4.2 9.3 6.4 4.3 
1, 

J RUTH LYONS 

. (12-1:30 pm, Mon.-Fri.) | 16.6 16 5.0 | 32.5 3.9 4.6 
is 

F MIDWESTERN HAYRIDE 

a (6:30-7:30 pm, Sat.) 2929 13.7 18.0 | 53.7 9.9 99 
8, 

STEVE ALLEN 

-: (8-9 pm, Sun.) 215 418 19.2 50.6 19.4 13.0 
ile 

nd PRICE IS RIGHT 

- (8:30-9 pm, Wed.) 29.0 22.8 17.9 | 56.6 12.3 15.7 
ved 

Sa MILTON BERLE 

an (9-_9:30 pm, Wed.) 30.4 11.7 248 157.4 60 15.4 
-set 

ent —t 

are DINAH SHORE 

0.0 (9-10 pm, Sun.) 34.6 22.9 17.6 715 143 5.0 
on.- 5 

a AVERAGE RATINGS 22.7 18.3 15.2 47.4 103 9.7 
nd 

‘aa AVERAGE SHARE 40.4 32.6 27.0 | 70.3 15.3 14.4 
2.5, % 

mn C 

“al *Color programs on WLW-T only. 





homeQuipped with multichrome receivers 
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The Ruth Lyons program on WiLw-T Cincinnati (12-1:30 p.m., Mon.-Fri.) received a 325 
rating in homes with a color television receiver. This was nearly twice its rating in black- 
and-white receiver homes. Programs on Station B had a 3.9 rating, those on Station C 4.6. 


received 4.6. 


At the same time, the Ruth Lyons 
program received a 16.6 rating in 
black-and-white television receiver 
homes. Programs on Station B re- 
ceived 1.6, and on Station C a rat- 





ing of 5. 
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The Dinah Shore network show carried by wLw-T Cincinnati received a rating of 71.5 in homes 


with a color television receiver. This was more than twice its rating in black-and-white receiver 


homes. Programs on Station B had a rating of 14.3, and those on Station C a rating of 5. 


34.6 


At the same time, the Dinah Shore 
show received a rating of 34.6 in 


the Cincinnati area in homes with 
black-and-white receivers. Pro- 
grams on Station B had a rating 
of 22.9, those on Station C 17.6. 
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23.2, while in color homes it reached 
41.0. The share of audience in color- 
set homes gave WLW-T 79.2, Station 
B 9.4 and Station C 11.3. 
Midwestern Hayride (6:30-7:30 
p-m., Sat.), the third local show 
studied, received a 22.9 b&w rating, 
as compared to 13.7 for the program 
on Station B and 18 for that on 
Station C. Sets in use in b&w set 
homes totaled 54.6, with Station C 
getting 33 per cent of these, Station 
B 25 per cent and WLW-T 42 per cent. 
In color-set homes sets in use reached 


73.5. Of these, wLw-T had 73 per 


color-tv set, or not?” 88 per cent 
replied yes, while 11 per cent said no. 

Asked how they would rate the 
programs seen on color, the quality 
of the color and the performance of 
their set, set Owners were given a 
choice of four answers: excellent, 
good, fair or poor. By far the largest 
number of families gave either excel- 
lent or good classifications to all 
three of these questions (see table 2). 

Early in the interview respondents 
were asked what they thought of color 
television. Of those who answered, 
72 per cent made some comment con- 





programs 
seen on color 
Excellent 35 
Good 48 
Fair 15 
Poor 2 





TABLE 2: HOW THEY RATE THE PROGRAMS, 
THE QUALITY OF THE COLOR, 
AND SET PERFORMANCE 


% of respondents giving each rating 


quality of service the 
the color itself set has given 
40 39 
46 45 
12 10 
2 6 








cent, while Station B had 13.5 per 
cent and Station C 13.5 per cent. 

The network shows studied showed 
comparable share of the sets in use. 

Average ratings, also shown in the 
summary table, give WLW-T a 22.7 
rating in black-and-white homes but 
a 47. rating in color homes. At the 
same time, Station B’s rating is 18.3 
in b&w homes and only 10.3 in color 
while Station C has 15.2 
rating in b&w and 14.4 in color. 

As to share of audience, WLW-T 
shows a 40.4-per-cent average share 
of audience in the interviewed black- 
and-white homes, as compared to 
32.6 per cent for Station B and 27 
per cent for Station C. While in color 
homes WLW-T enjoys a 70.3-per-cent 
share of audience, Station B is re- 
ceiving only 15.3 per 
Station C 14.4 per cent. 

The survey of color-set owners to 


homes, 


cent and 


determine their attitude toward color 
was conducted separately by Burke 
Marketing Research. 

To the question: “If you had it 
to do over again, would you buy the 
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cerning the realism of color tv. Of 
these, 56 per cent called color tele- 
vision more “life-like,” more “natu- 
ral,” more “realistic” or more 
“alive.” Another 19 per cent found 
it more “exciting” or “interesting” 
to watch, while 11 per cent said “it 
makes you feel like you’re right in 
the room with the performers.” 
Smaller percentages of commenters 
remarked on the added depth or 


dimension or the life which color 





TABLE 3: 

WHO MOST WANTED 
TO BUY THE 
COLOR SET? 

% of 
respondents 
(254) 

Husband 42 

Housewife 21 

Children 7 

Husband and 

housewife 8 

All family 

members 22 














TABLE 4: 
NUMBER OF TV SETS 
IN THE HOME 


% of 
respondents 
(254) 
1 color set only 22 
1 color & 1 
black & white 53 
1 color & 2 
black & white 19 
leolor & 3 
black & white 5 
l color & 4 
black & white 1 
l color & 


more than 4 
black & white 
2 color & 1 
black & white * 


*Less than 1%. 











gives to television. 

Some 50 per cent of those inter- 
viewed made comments about the 
“beauty” of color television. About 
35 per cent of these talked about the 
program being more attractive, while 
23 per cent remarked about the beau- 
tiful clothes and costumes shown in 
color. 

An estimated 26 per cent made 
favorable comments about the “clar- 
ity” of tint television, pointing out 


that the hues help to bring out back- | 


ground details not ordinarily noticed. 
Other comments _ in- 
cluded: easy on the eyes; commercials 


favorable 


more appetizing or interesting; even 
black-and-white pictures are better 
on the color set; higher standard of 
programs, and clearer or more dis- 
tinct sound. 

Asked about things they didn’t like 
about color tv, 39 per cent made 
comments about technical difficulties 
with the set. Of these, 10 per cent 
remarked unfavorably about tapes; 
eight per cent said that color tv is 
hard to focus; seven per cent said 
colors were distorted or smeared on 
some programs; six per cent said 
they found the set had to be serviced 
more often; three per cent said colors 
are not natural looking; two per cent 


(Continued on page 76) 
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Key for Kroger 


Consistency seems secret of grocery firm’s television success 


he Kroger Co., one of the largest 

food chains in the country, has 
displayed a consistency in its televi- 
sion advertising probably without par- 
allel in the industry. Since 1954 the 
company has sponsored nine Ziv syn- 
dicated shows, many of them in long 
lists of markets for two or more years, 
to establish a kind of record in suc- 
cessful sponsor-film producer rela- 


tions. 





ighway Patrol wrestles up plenty of 
usiness for Kroger, too. 


Ziv’s Meet Corliss Archer was the 
first show to be picked up by Kroger 
in 1954, and was sponsored in only 
three markets—Peoria, Cincinnati and 
Indianapolis. Today the company 
sponsors Ziv’s Highway Patrol in 12 
markets (most of them for three. con- 
secutive years), Sea Hunt in five mar- 
kets, Target in two markets, Harbor 
Command in five markets, Martin 
Kane in one market and Mr. District 
Attorney in one market. 

The Kroger Co. (with headquarters 
in Cincinnati) makes extensive use of 
television and a variety of other media. 
According to Roy W. Godley, director 
of advertising, “Kroger sales volume 
in 1958 was $1,776,060,167. This is 


an increase of $102,000,000 over the 
previous year.” 

William J. Sanning, manager of ad- 
vertising and sales promotion, reveals 
that Kroger may step up its television 
advertising this year. “At present,” 
he says, “we are spending approxi- 
mately 11 per cent of our budget for 
advertising in television. In the com- 
ing year we will probably increase our 
television investment, but our plans 
for the future are not firmed up as yet, 
since we review our programs market 
by market, and decisions are made at 
the division level.” 

William W. Oliver, associate man- 
ager of advertising and sales pro- 
motion, offers three basics in con- 
sidering a program. “We select a 
show on the basis of (1) entertain- 
ment value, (2) family appeal for the 
widest possible audience and (3) pro- 
motability.” 

Mr. Oliver, with other personnel in 
the Kroger general office advertising 
department and with the company’s 


agency, Campbell-Mithun, views pilots 





Lloyd Bridges stars in Sea Hunt, Ziv 
adventure series. 





Martin Kane on the job. 


and passes the comments and recom- 
mendations along to Kroger’s division 
advertising and sales promotion man- 
agers. Division advertising managers 
then meet with their own merchandis- 
ing boards and agency account execu- 
tives to make final decisions. 

After a contract for a program has 
been signed, the advertising manager 
and merchandising board determine 
during their weekly meeting which 
items will be featured on the show. 
Each half-hour program advertises 
about three or four different special 
items, in addition to institutional 
Kroger copy. 

Timing, of course, is important in 
choosing advertised items. A summer 
holiday week-end, for example, will 
see a rash of Kroger commercials for 
picnic items. Both live and film com- 
mercials are used. 

Many 


what kind of program is sponsored. 


considerations determine 
According to Rodger Neiser, advertis- 
ing and sales promotion manager of 
Kroger’s Cincinnati division, “one of 
the big considerations in buying a tv 
show is the producer’s ‘track record.’ 
We have liked the Ziv adventure for- 
mula because it gets good ratings. The 
Ziv shows we have sponsored in the 


(Continued on page 81) 
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Sunrise success 


Local live morning show pays off 


in ratings, sponsors and profits 


The Crackerjacks go into action. 


Ww does a local television sta- 
tion do when a choice network- 
program prop is knocked from under 
it, leaving it stranded and seemingly 
defenseless in the face of continued 
tough competition from the opposi- 
tion? 

That was the problem which faced 
a number of CBS-TV affiliates when 
the network, late in the fall of 1957, 
advised them that it was canceling the 
early-morning hour-long Jimmy Dean 
Show and would provide no network 
service thereafter until 8 a.m.—a 
ukase which was particularly rough 
on those stations whose competitors 
were carrying NBC-TV’s long-run- 
ning Dave Garroway show, Today, in 
the same time slot. 

One of these stations was WBTV 
Charlotte, N. C., and the manner in 
which it individually handled the 
common problem makes an interest- 
ing case history of how to turn an un- 
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expected setback into an unexpected 
success. 

When wetv suddenly found itself 
disarmed of its weapon against the 
formidable Garroway—a weapon that 
had become a big gun in the area and 
was shooting large holes in the com- 
petiticn’s ratings in every quarter- 
hour at the time it was taken off CBS- 
TV—the management was left with a 
choice of three things to do. 

The alternatives were: (1) stay 
dark until 8 a.m., thus depriving view- 
ers of an hour a day of the full service 
which they had come to expect from 
the station, (2) fill the period with 
cartoons or other films, or (3) pro- 
gram a local live show that just pos- 
sibly might give Today a bit of a run 
for its money. 


WBTV made a preliminary check of 
other CBS-TV outlets in the east and 
southeast to determine their plans and 
found that most of them had decided 








to be content with more or less filling 
the period and hoping to regain their 
audiences with the network’s Captain 
Kangaroo at 8 o'clock. wRTV execu- 
tives fixed upon a less passive course: 
the station would instead undertake a 
positive programming step to fill the 
void with a live show which might at- 
tract enough viewership to develop a 
good income potential. 

Format was the next item to be de- 
cided. From its inception in the 
Charlotte market the Dean program 
had built steadily to the point where 
it was enjoying great popularity at the 
time of its demise. Studying what had 
made the show tick with perhaps 
greater care than they ever had while 
it was still on the air, WBTV’s people 
concluded firstly that it was the gen- 
eral approach of the Dean segment 
that had made it so well liked. 

The Dean format, they noted, had 
been to present a show which a view- 
er could enjoy while doing the normal 
chores that must be done at that hour 
of the morning; if it was not con- 
venient for the viewer to sit for 60 
minutes and watch the proceedings, 
he could nevertheless get something 
out of them by listening to the sound. 
In short, the Dean hour, wBTv de- 
duced, was as effective as a radio pro- 
gram as it was as a tv stanza. 

The station further figured that the 
folk, country and western songs which 
Dean had featured offered the best 
musical format for its coverage area, 
which has a large agricultural popu- 
lation as well as a considerable num- 
ber of people living in smaller towns. 

Also weighing strongly in wWBTV’s 
final decision to emulate the Dean 
type of program was the presence on 
the station’s payroll of a group known 
as Arthur Smith and the Crackerjacks, 
a musical foursome similar to the 
combo used by Dean. Despite the 
quartet’s instrumental and vocal ver- 
satility, the four men, however, could 
not be expected to carry the load of 
an hour-long production five days a 
week. 

It was decided, therefore, to in- 
crease the Crackerjacks by three —a 
husband-and-wife team able to double 
on piano, accordion, guitar, drums 


and vocals, and a singer who had ap- 















Silhouettes against a lighted cyclorama provide a versatile permanent set. 


peared on such country-music shows 
as Grand Old Opry and Midwestern 
Hayride. It was figured that this trio 
could not only sing together or indi- 
vidually but could also blend with the 
four Crackerjacks to form a choral 
group for production numbers. 

In addition to the music portions of 
the show, WBTV decided to incorporate 
time and weather reports at frequent 
intervals, to include a farm-market re- 
port and at least two news-headline 


drop-ins of a minute or two each, and 


to devote a segment of the final quar- 
ter-hour each morning to a devotional 
period which would consist of a short 
message by a local minister or a brief 
Bible reading by the program’s emcee, 
plus a hymn by the entire group. 
The station also determined that the 
general music structure of the show 
would be to play more toward the 
farm element during the early por- 


tions and gradually to lean more on 


Arthur Smith with some of the 33,000 entries 


popular tunes as the hour wore on— 
folk and western ballads and novelty 
numbers for the first half-hour, Hit 
Parade ditties and old standards for 
the latter 30 minutes. 

To tie the show together as emcee 
WBTV chose Jim Patterson, whose ad- 
lib ability had been demonstrated for 
the past seven years on the station; 
his major responsibilities were to be 
to sign the program on and off, han- 
dle the time, weather, news and mar- 
ket reports and work on live commer- 
cials when required. 

A director and a four-man crew 
were then assigned to the stanza, with 
the directorial reins handed to anoth- 
er WBTV veteran, Dan Givan, who had 
worked on Arthur Smith’s other shows 
at the station for several years. A sim- 
ple but versatile set idea was then 
evolved, consisting of fragmentary 
silhouette pieces resembling a house, 
a barn, a city building and sections 


of rambling fence, all of these pieces 
designed to be used in front of a 
cyclorama, with lighted areas fixed in 
advance so that cameras could work 
all around the rim of the set, shooting 
from any angle. 

Carolina Calling was then selected 
as the title for the program, and the 
station was finally ready to test its 


(Continued on page 83) 





Muppet invasion 


Nation’s capital takes 


marionetie puppet coffee salesmen 


to its heart 


Muppet creators, Jane Neble and Jimmy Henson, put finishing touches on a set. 


he normally blasé city of Wash- 

ington, which prides itself on hav- 
ing seen just about everything, has 
been soft-talked out of its compla- 
cency by a pair of television muppets 
with the improbable names of Will 
and Wontkins. 


A muppet, it should be known, is 
a combination of a marionette and 
puppet—and these particular muppets 
have been doing a devastating sales 
job in Washington and Baltimore 
spot tv markets for Wilkins coffee. 


M. Belmont Ver Standig Advertis- 
ing, Inc., the Wilkins agency in Wash- 
ington, has recently made the mup- 
pets available for re-adaptation in 
other markets for other sponsors, and 
they have already been signed by four 
sponsors, with two others expected 
shortly. 

The muppets will be used by Kraml 
milk in Chicago, through Wright, 
Campbell and Suitt; Nash’s coffee in 


Minneapolis, western Wisconsin and 








rtis- 


ash- 


and 
four 
acted 


raml 


the Dakotas, Campbell- 
Mithun; LaTouraine coffee in Boston 


through 


and Providence, through Hoag and 
Provandie, and Faygo beverages in 
Detroit, through W. B. Donner & Co. 
Pending, according to a Ver Stan- 
dig spokesman, are purchases by a 
beverage sponsor for 10 additional 
markets in the midwest and a regional 
bakery account for the west coast. 
Reflecting the sales success of the 
muppets in Washington alone, Wilkins 


has increased its purchases to 62 spots 


per week on the capital’s four sta- 
tions and boosted its repertoire of 
muppet “situations” to 83 from the 
present supply of 43. 

The muppets are used in a variety 
of eight-second “mellow dramas,” 
which differ in content but retain the 
individual personalities of the odd- 
ball pair. Will always uses the “hard 
sell” for Wilkins, while Wontkins dis- 
plays massive indifference. 


A favorite bit of byplay finds Wont- 





Filming a Muppet spot for Wilkins coffee. 


kins hailing a cab, and this dialogue 
ensues: 

Wontkins: “Where can I get a cup 
of coffee?” 

Will (cast as cab driver) : “Wilkins 
coffee?” 

Wontkins: “Naw, any old kind.” 

Whereupon the cab whisks away, 
leaving the dour, befuddled Wont- 
kins standing in the dust. 

Another skit ends in a blast from 
a cannon when Wontkins expresses 
indifference at a drugstore counter 
to a proffered cup of Wilkins coffee. 

For the moment, at least, the mup- 
pets have replaced politics as the chief 
topic of cocktail conversation in the 
various embassies in the nation’s capi- 
tal, proving that the diplomats and 
their wives have taken the muppets 
to their hearts, as has the rest of 
Washington. 

A recent meeting of the Congres- 
sional Wives Club on Capitol Hill was 
turned over to an exchange of “mup- 





pet stories,” a new phenomenon which 
ranks with shaggy-dog anecdotes in 
Washington. 

One viewer wrote to the Washing- 
ton Post to suggest that it run an ad- 
vance schedule of the muppet com- 
mercials on its television and radio 
page. American Research Bureau re- 
ports have consistently credited the 
Wilkins muppets with the “best liked” 
commercials month after month in 
both Washington and Baltimore. 

The genesis of the series goes back 
about 18 months, when Wilkins was 
casting about for a “new idea” in tv 
and came up with the suggestion to 
Ver Standig that it buy spots on Sam 
and His Friends, a l\ate-evening five- 
minute puppet show on WRc-TV Wash- 
ington with so-so ratings preceding 
the Jack Paar Show. 

But Ver Standig talked Wilkins out 
of the idea and instead put under 
contract Jimmy Henson and Jane 

(Continued on page 80) 


February 23, 1959, Television Age 43 


’ 


an 


~~ —w 








Film Report 


CRASH SCHEDULE 

Independent Television Corp. at 
present has a total of 11 properties 
in various stages of production. Latest 
series to be announced is Emergency’, 
a drama of a hospital receiving ward. 
It will be produced in New York on 
location and at Makaro Productions 
studios, Bronx. 

In addition to this program and 
previously announced ones such as 
Four Just Men, Interpol Calling, The 
Adventures of Tom Swift, Treasury 
Agent and the Best of the Post series, 
ITC has gone ahead on another five 
series. They are: Frontier Corre- 
spondent, about Horace Greeley’s New 
York Tribune; Undertow, a water- 
borne adventure series to be made in 
England and Australia; Guns West, a 
western to be produced here; Cobb & 
Co., a dramatized history of that pio- 


neering Australian firm to be made in 
Australia, and Command, a_post- 
Civil War epic to be filmed near 
Tucson. 
3-D COMMERCIALS 

Van Praag Productions has de- 
veloped and put into operation a pro- 
duction technique designed to reduce 
costs and at the same time give top 
production values to tv commercials. 

The concept (shooting in depth) is 
hardly a new one in film making, but 
its practical application has been 
negligible, due to the cost factors in- 
volved. Problem of high costs has 
been pretty much circumvented by the 


Van Praag firm, which has construct- 


ed an elaborate jig-saw puzzle array 
of six interlocking sets in one small 
studio. The sets are so arranged that 
one flows into another, and thus a liv- 
ing room opens into a hallway with a 





PU EES oo ve wcce ce vac 


hen the Bank of Madison de- 

parted from its traditional ad- 
vertising and promotion, that market’s 
citizens were appropriately surprised. 
And this was the first indication its 
choice of a television horse opera 
would get the kind of attention it was 
seeking. 

The bank elected to sponsor The 
Roy Rogers Show over WKOW-TV 
Madison on Sunday, 5:30-6 p.m., and 
audience response indicates that busi- 
ness has increased considerably. Ac- 
cording to Paul Schroeder, president 
of the Bank of Madison, “Our primary 
goal was to encourage saving among 
young people. We knew we could not 
reach them through usual bank pro- 
motions, yet it’s well known that they 
watch westerns. We’ve chosen the one 
show which we're sure will have a min- 
imum of violence and bloodshed and 
will provide a wholesome message 
which is interesting to the young peo- 
ple and acceptable to their parents.” 

This has been accomplished in sev- 
eral ways. In addition to use of news- 
paper ads, and on-the-air radio and 
television promotions, the bank itself 
is being used to publicize the program. 
All employees, including the officers, 
go into western attire every Monday 
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afternoon and evening when it re- 
mains open to 8 p.m., during down- 
town shopping hours. A special win- 
dow is set up for junior savers, and 
premiums are on display, as well as 
illustrated pamphlets describing the 
program. A local television personali- 
ty from WKOW-TV is on hand to wel- 
come the children to the Junior Savers 
Club and hand out Roy Rogers Depu- 
ty badges to new members. 

A recent American Research Bu- 
reau study showed that more than 25 
per cent of Madison homes tuned in- 


to the program. The Roy Rogers Show, | 


which is distributed by Roy Rogers 
Frontiers, Inc., is currently telecast 
in approximately 40 markets. It stars, 
in addition to Mr. Rogers, Dale Evans 
and Trigger, the golden palamino. 











THIS | 


lis a matter of taste. But the fad 
remains that residuals are the egg if 
the beer that just about everybody 
wants! That's why the smart money 
bets on film—then you're ready for 
reruns, syndications. Ready for any 
thing ! 


4 









Actually, film does three things for 
you... 3 big important things: 






1. Gives you the high-polish co 
mercials you've come to exped 
... fluff-free .. . sure. 







2. Gives you coverage with 
pre-test opportunities. 





3. Retains residual values. 






For more information write: 
Motion Picture Film Department 
EASTMAN KODAK COMPA 
Rochester 4, N.Y. 
East Coast Division 


342 Madison Ave. 
New York 17, N.Y. 










Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 






West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 
or 


W. J. German, Inc. 

Agents for the sale and distribution 

Eastman Professional Motion Picture F 

Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 
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Chevrolet « Campbell-Ewald Fort Worth National Bank © Glenn Advertising 
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Benen) |) 
CHEVROLET 


- ~ 


KEITZ & HERNDON, Dallas 


Crown Zellerbach « General Foods « Benton & Bowles 


we 


a 


WARNER BROS. TELEVISION, Burbank 


TERRYTOONS, A Division of CBS Films Inc. 


Ford Motor Co. « J. Walter Thompson Good And Plenty » Bauer & Tripp 


ELEKTRA FILM PRODUCTIONS, INC., New York UPA PICTURES, INC., -Burbank 
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stairwell, and the hallway opens into a 
kitchen, etc. 

Almost all set pieces are easily re- 
movable and interchangeable, effect- 
ing savings in construction and labor. 
According to Bill Van Praag, presi- 
dent of the firm, the application of the 
in-depth technique on an economic 
basis does two things: it maintains 
costs and upgrades commercials. “If 
an advertiser wanted such an effect it 
would normally cost him at least 50 
per cent more on each commercial,” 
Mr. Van Praag says. 

The sets (brainchild of William 
Shriner, Van Praag’s art director) are 
currently being used by State Farm 
Mutual Insurance for seven different 
commercials to be placed in various 
segments of CBS-TV’s Game of the 
Week this spring and summer. Ac- 
cording to Mo Kinnan, New York su- 
pervisor of radio and tv, Needham, 
Louis & Brorby, agency handling the 
account, the realism of the sets 
heightens the action and makes the 
script seem more natural. Mr. Kin- 
nan says the commercials then achieve 
a kind of realism the agency likes to 
call “a slice of life.” 


SALES ... 


Screen Gems continues to rack up 
sales on The Three Stooges. The pro- 
grams, which consist of 78 two-reel- 
ers made by the comedy trio for Co- 
lumbia in the late ’30s and early *40s, 
have been sold to more than 75 sta- 
tions. Recent sales in major markets 
include the following stations: WNAC- 
tv Boston; WEWS-TV Cleveland; WTVR 
Richmond; wttc-tv Washington, and 
WHO-TV Des Moines. Rescue 8, an- 
other Screen Gems syndicated offer- 
ing, has been sold in close to 150 mar- 
kets. Latest sponsor sale is to Max 
Factor for a four-market spread in 
Alaska. Tasty Baking Co., which orig- 
inally purchased the series for Balti- 
more, has extended its sponsorship to 
Philadelphia. 

SA 7, MCA TV’s new mystery-ad- 
venture series recently placed in syndi- 
cation, has been sold in over 50 mar- 
kets. The series has been programmed 
in 93.5 per cent prime time in those 
markets, according to MCA TV. SA 7 
stars Lloyd Nolan, who portrays a spe- 
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LEADER! 


Meet George Gould, and discover a prime 
reason why NTA Telestudios has asserted such 
dynamic leadership in the field of tape for 
television. As head man of the burgeoning NTA 
Telestudios operation, Gould has built the 
industry's finest plant designed specifically for 
custom tape productions. More important, 

he’s staffed the Telestudios operation from top 
to bottom with men and women who reflect 
George Gould’s desire and ability to do it better 
for you with tape. At NTA Telestudios, every 
session moves smoothly, with the confidence 
born of Gould’s I5 years of live network 
experience. At NTA Telestudios, you work with 
the most complete custom tape facilities 
available. At NTA Telestudios you work with the 
people who want to give you more, the 
experienced people who have more to give. 


NTA TELESTUDIOS 


Leading the field of tape with commercial 
productions for key agencies such as: 

N.W. AYER & SON; LEO BURNETT; DANIEL & CHARLES; 

D.C. S. & S.; FOOTE CONE & BELDING; KETCHUM MacLEOD & GROVE; 
C. J. LaROCHE; LENNEN & NEWELL; MARSCHALK & PRATT; 


MAXON; McCANN-ERICKSON; MOGUL LEWIN WILLIAMS & SAYLOR; 
NORMAN CRAIG & KUMMEL; REACH McCLINTON 


NTA Telestudios, 148] Broadway, N.Y., LO 53-1122 


























Famous on the local scene. 









yet known throughout the nation 


Washington at Valley Forge; an heroic 
monument to a great leader with 


the courage to remain true to his trust. 


So with the Storer stations...leaders 
in their communities, steadfast 


enough to cohtinue to broadcast in the 





finest traditions of the industry, 








and strong enough to motivate their 





audiences towards the sales rooms 






of their advertisers. 
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“WASHINGTON AT VALLEY FORGE" COURTESY OF 
OSBORNE. KEMPER, THOMAS, INC.. CINCINNATI 12, 





There’s something exciting about 
loading up for a shooting. And 
there’s even more excitement when 
you know in advance exactly what 
your results will be. 


That’s why it’s so wise to choose the 
Ansco team of fine motion picture 
emulsions for all your work. 


Anscochrome® 16mm and Super 
Anscochrome 16mm motion picture 
films are designed to provide the 
ultimate in quality in the final 
screened image. No other films offer 
the brilliance and long tonal range 
of these two superb emulsions. 
Whenever high-speed is needed use 
Super Anscochrome (Daylight or 
Tungsten)—the world’s fastest mo- 
tion picture film, film speed 100. 
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Success assured... with Ansco 


Use regular Anscochrome for all out- 
door work, its film speed of 32 allows 
depth control even at sound speed. 
Super Anscochrome Daylight and 
Tungsten available in 100’ rolls, 
Processing not Included. Ansco- 
chrome Daylight and Tungsten 
available in both 50’ magazines and 
100’ rolls, Processing Included. An- 
sco, Binghamton, N. Y. A Division 
of General Aniline and Film Corp. 


Ansco 


we Anscochrome 
16mm Super Anscochrome 
Ii sce ae ic sas a lcs ie lea ain in pias ae teks sae ~ 

















cial agent in the Intelligence Bureau 
of the Internal Revenue Service, U.S. 
Treasury Department. . . . Latest sta- 
tion to purchase MCA TV’s library of 
Paramount features is WLAC-TV Nash- 
ville. 

Independent Television Corp.'s Can- 
syndication barely a 
month, has been sold in 65 markets. 
.. . Bozo the Clown, new animated 


nonball, in 


series being distributed by Jayark 
Films, has been sold in more than 72 
markets. Stations which have signed 
for the series in recent weeks include 
the following: wp1x New York; KTLA 
Los Angeles; WKJG-TV Fort Wayne; 
wssT-TV South Bend; wBeNn-tv Buf- 
falo; KONO-TV San Antonio; KVAR-TV 
Phoenix; KING-TV Seattle; KOLO-TV 
Tucson, and KIMA-TV Yakima. 

Sales of segments of United Artists 
Associated’s vast feature and cartoon 
library were completed with various 
stations in recent weeks. WMTW-TV 
Poland Springs, Me., which had half 
the Warner Bros. library, purchased 
the remaining 350 films, and WAST-TV 
Albany bought one group of the War- 
ner library. Yankee Doodle Dandy 
was purchased by wrop-tv Washing- 
ton and wJXxT Jacksonville. Popeye 
and Warner Bros. cartoons were sold 
to WATE-TV Knoxville and Armed 
Forces Radio and TV. woc-tv Daven- 
port renewed its contract for the two 
. . . Hearst Metro- 
tone’s Telenews has signed up four 


cartoon packages. 


more clients for its daily newsfilm list. 
They are: WNBQ-TV Chicago; CMAB 
Telemundo, Havana; Tv Rio Rio de 
Janeiro, and KUAM-TV Agana, Guam. 


HABITUAL SPONSORS 


Some Ziv researchers have done an 
analysis of the sponsors bankrolling 
Highway Patrol, now in its fourth 
year. Results indicate that the series, 
if it continues at its present pace, will 
become something of a legend in tele- 
vision film history. 

At present Highway Patrol is aired 
in 197 markets, and it is sponsored by 
103 different companies (some, such 
Ballantine, are multi - market 
clients), Ziv reports. Of these 103 
with the 
show for its entire history — four 
years, 


as 
have been 


companies, 77 


Firms which have been with 
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Highway Patrol at least three years 
amount to 91, and 96 clients have 
sponsored the program for at least two 


years. 


NTA EXPANSION 
National Telefilm 


made some important expansion and 


Associates has 


diversification moves in the past few 
weeks with bewildering rapidity. 
Within a two-week period, the fol- 
lowing organizations were formed: 
NTA International, Inc., which will 
distribute television programs and 
films overseas, and NTA Program 
Sales Division, which will distribute 
domestically all properties on a na- 
tional, regional and local level made 
specifically for television. 
Harold Goldman, executive 
president and a director of NTA, has 


been appointed president of the inter- 


vice 


national company. Mr. Goldman, who 
retains his posts with the parent com- 
pany, will continue to be responsible 
for distribution of all feature films for 
television domestically, and the sub- 
sidiary will also control theatrical dis- 
tribution. 

Michael M. Sillerman, formerly 
president of Gross-Krasne-Sillerman, 
has been appointed president of the 
program sales division. NTA has en- 
tered into a long-term agreement with 
Jack Gross and Philip Krasne under 
which all G-K programs will be dis- 
tributed by NTA. 

Mr. Sillerman’s division is responsi- 
ble for all programs for tv, whether 
they are film, live or taped. Before 
joining Gross-Krasne last fall Mr. 
Sillerman was executive vice president 
and sales head of Television Programs 
of America, before it was acquired by 


MR. SILLERMAN 











MR. GOLDMAN 





Independent Television Corp. 

The following G-K properties have 
become part of NTA’s catalog of half- 
hour shows: Glencannon, Sea Hawk, 
African Patrol, Flying Doctor, Fate 
and a new action series, to go into 
production shortly. 

Mr. Goldman, upon assuming the 
presidency of the new international 
organization, made the following ap- 
pointments: E. Jonny Graff, NTA vice 
president, midwest sales, was named 
national sales manager in charge of 
feature films, and Vernon Burns, head 
of NTA’s London office, was appoint- 
ed vice president of NTA Interna- 
tional. 

In his new post Mr. Graff supervises 
domestic sales of NTA International’s 
feature film library, reporting directly 
to Mr. Goldman. Mr. Burns super- 
vises the firm’s European operations, 
including feature and syndicated film 
sales, production and theatrical and 
non-theatrical sales. 


PROGRAMS ... 

Sid Caesar, with his own company 
and in association with Screen Gems, 
will produce a television film series. 
The new program, /t’s A Living, is a 
situation comedy revolving around a 
continuing character to be portrayed 
by Mr. Caesar. It was created by Wil- 
liam Sackheim and Arthur Orloff, and 
production is scheduled to start in ap- 
proximately one month. Mr. Caesar’s 
company is the ShellricK Corp. . . . 
Screen Gems’ independent producing 
team of Clarence Greene and Russell 
Rouse has been assigned a second 
property for immediate development. 
This one is titled Gangster Squad and 
will be written, produced and directed 


MR. GRAFF 
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by Messrs. Greene and Rouse. Their 
first property, Underworld, is now be- 
ing readied for production. 

National Telefilm Associates will 
produce and distribute a new tv tape 
series entitled The Life of Christ. The 
series marks the return of Bishop Ful- 
ton J. Sheen to television. The pro- 
grams will be videotaped at NTA’s 
Telestudios in New York and will be 
made available to selected advertisers 
throughout the English - speaking 
world. NTA’s two owned stations, 
wnta-TV New York and KMSP-TV 
Minneapolis-St. Paul, have purchased 
. . The NTA Film Net- 
work will telecast eight Shirley Temple 
feature films this spring. The new 
series is called “Shirley Temple 
Spring Specials” and will be aired 
weekly beginning April 5 and continu- 
ing through May 24. 

Milton Gordon’s Galaxy Attractions 
has launched two film series within a 
one-week period. First property will 
be a tv version of Sir Winston Church- 
ill’s A History of the English Speaking 
Peoples. Sir Lawrence Olivier will be 
narrator. The second film series is 
Skinny and Me, which will go into 
production in Hollywood on March 2. 
The series was created by, and will be 
produced by, Ben Park, of Mills-Park- 
Milford, Inc. It is a family situation 
comedy. 


the series. . 


GAC PRODUCTION 

General Artists Corp. has entered 
the television production field. The 
talent agency has appointed George 





MR. ZACHARY 


j. Zachary, former radio-tv program 
and production manager for Lever 
Bros., director of television produc- 
tion. The post is a newly created one, 
and Mr. Zachary will play an impor- 


tant role in the development of new tv 
properties, as well as in the develop- 
ment of tv talent. 


ABC FILMS CHIEF 

Henry G. Plitt has been appointed 
y resident of ABC Films, Inc., succeed- 
ing George P. Shupert, who recently 
joined MGM as vice president in 
charge of tv. Mr. Plitt moved to the 
American _ Broadcasting-Paramount 
Theatres subsidiary from still another 
subsidiary—Paramount Gulf The- 
atres, of which he was president. His 
background is almost entirely in the- 
atre showmanship and management. 
He joined United Paramount Theatres 
in 1946 (it merged with ABC in 1953 


to form AB-PT) as district manager 


f 





MR. PLITT 


in Ohio, West Virginia and Kentucky, 
and in 1949 was promoted to division 
manager of Paramount-Richards The- 
atres, which is now Paramount Gulf. 
In 1951 he was made vice president 
of the Gulf chain and in 1955 was 
promoted to president. 


COMMERCIAL CUES... 
There’re no two ways about it, tele- 
vision commercials have to be better 
this year, says Joseph Morton, head 
of Wilding TV. Because of higher 
costs, reasons Mr. Morton, a commer- 
cial must now bring the advertiser big- 
ger returns, and this means viewers 
must be more favorably affected. 
The Wilding executive sees a trend 
(Continued on page 82) 


INSURANCE 


JEROME J. COHEN, INC. 
(Jerry & Ron) 
225 West 34th St.. New York 1, N. Y. 
CH4-3127-8 
RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 


Television Age 
Advertising Directory of 


TV SERVICES 


TV FILM TRAFFIC SERVICES 
ee 
1 GETS YOU 10 


One call gets ten years experience in 
solving tv after-production needs. 


CALL COLLECT 


MODERN TELESERVICE, INC. 
New York 


Chicago 
OX 7.2753 


DE 7-3761 


Los Angeles 
WE 3-5674 


TALENT AGENCIES 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 


CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 


Motion picture and television equipment 
. . « lighting equipment . . . generaters 
... film editing equipment . . . processing 
equipment. 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
ClIrele 6-0865 


l6mm, 35mm; magnetic or optical; all 
interleck combinations. Editing equip- 
ment and facilities. Film sterage vaults. 
All facilities available 24 hours a day. 


OPTICAL EFFECTS 
AND ANIMATION 


K & W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
ClIrele 5-8080-1-2 


ANIMATION 
ANIMATION PHOTOGRAPHY 


COLLECTION AGENCIES 


STANDARD ACTUARIAL 
WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions!! 
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SPOT SPAT. Look for 
round of fireworks to break out over 
the Federal Communications Commis- 
sion’s rule-making proposal to bar 


another 


networks from representing any tv sta- 
tions except their own in spot adver- 
tising. The commission invited com- 
ments by Feb. 28, replies by March 15. 

The proposal is indicative again of 
a behind-the-scenes view at the FCC 
that networks have acquired too 
much power over too many phases of 
tv and that some wing-clipping from 
time to time is in order. A similar 
position has been taken by the Justice 
Department with respect to network- 
ing powers, and the combined weight 
of the two agencies forced the issue 
into the open. 

Although the networks expressed 
immediate opposition to the plan in 
their first informal reaction, there are 
intimations that they may be pre- 
pared to use it as a bargaining power 
in a bid to retain control over option 
time and some other features of net- 
work operations branded as objection- 
Helping 
the network case in any horse-trading 
is the 4-3 vote by which the FCC re- 
cently found option time “reasonably 
necessary” to tv network operations, 

There seems little doubt that the 
networks will fight to preserve as 


able in the Barrow report. 


much of the status quo as possible, 
giving a little ground here to retain 
ground there. It’s by no means’‘a 
rear-guard action that the networks 
are fighting, either; recourse to Cap- 
itol Hill is open to them if the in- 
fighting becomes too bloody. 


STATION VIEW. What will happen 
if the plan becomes finalized is any- 
There is talk of the tv 
stations now represented by NBC 
Spot Sales and CBS Spot Sales get- 
ting together in separate cooperative 


body’s guess. 


organizations. Network-owned _ sta- 
tions are not included in the commis- 
proposal. 

In addition to its owned stations, 
CBS Spot Sales represents WTOP-TV 


WJXT 


sion’s 


Jacksonville; 


Washington; 
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Washington Memo 


wBTVv Charlotte, N. C.; watw Flor- 
ence, S. C.; KSL-Tv Salt Lake City; 
KGUL-TV Houston -Galveston, and 
KOIN-TV Portland, Ore. 

NBC affiliates affected by the plan 
are KSD-TV St. Louis; KOA-TV Denver; 
WAVE-TV Louisville; wrcB Schenec- 
tady-Albany-Troy; WCKT 
KONA-TV Honolulu, and KOMo-TV Seat- 
tle. 


Miami: 


The commission also suggested that 
the same situation might well apply 
to radio. Station Representatives As- 
sociation, which plugged for the plan, 
had no immediate comment but will 
undoubtedly favor it strongly in its 
comments. The FCC order asks that 
comments include a discussion of its 
need in radio as well. 


TRANSITION PERIOD. The FCC 
order would give the networks about 
two years to divorce themselves from 
spot representation outside of their 
owned stations. 
ments are requested to direct their at- 
tention to the period of time that 
should be allowed for 
transfer their representation to a non- 
in the event 


“Persons filing com- 


stations to 


network organization 
that the proposed amendment is 
adopted,” the order stated. 

“The commission is of the view that 
a rule-making proceeding should be 
instituted to consider the adoption of 
a rule prohibiting television station 
licensees from being represented 
national spot sales by an organization 
which also operates a television net- 
work,” the order said. 

It is this relationship between the 
operation of a network and a national 
spot sales organization for stations 
not owned by that network which 
the Justice 
Department—and many members of 


rankles the commission, 


Congress. 

Actually, of course, the FCC action 
affects only NBC and CBS. ABC gave 
up national spot representation in 
1952. The FCC action represented the 
first acceptance of a recommendation 
by the Barrow Network Study. 



















| La ot 
BARROW STATUS. Many other rec- 


ommendations of the Barrow report 





still await action, and each represents 
a possible trading point by the net- 
works. The most important recom- 
mendation by far is the proposal that 
the rules be changed to limit owner- 
ship of vhf stations in the nation’s top 
25 markets to three stations, as op- 
posed to the present limit of five with- 
out regard to size of markets. 

The commission met on that pro- 
posal Feb. 2, but no announcement of 
any action was made. Some step one 
way or the other must be taken short- 
ly, however, in view of the pressures 
from Justice and Congress. 

The proposal that networks be li- 
censed by the FCC strikes little ter- 
ror anywhere. Few persons sincerely 
believe that such a move is in cards 
in the foreseeable future—unless, of 
course, a new scandal breaks out in 
the industry to prompt Congress into 
the action it sometimes takes, and 
later regrets, in a punitive mood. 

Nor does the Barrow recommenda- 
tion that all station sales must be con- 
ducted for cash to permit other appli- 
cants to bid for the station have very 
much meaning at the moment. The 
commission is unlikely to go that far 
in antagonizing the entire industry 
And even if 
it did, communications attorneys here 


with such a limitation. 


are unanimous in their belief that the 
courts would strike it down. 
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ocal spot apparently is losing a con- 
L siderable volume of advertising 
dollars because, as a recent speech in- 
dicates, “the prestige of radio and tv 
is so low among co-op advertisers that 
many specifically exclude it from 
their plans.” 

Edward C. Crimmins, sales direc- 
tor of the Advertising Checking Bu- 
reau, which checks co-op invoices for 
150-200 national manufacturers, made 
that statement before a meeting of 
the Association of National Advertis- 
ers. Expanding upon it for TV AGE 
Mr. Crimmins noted it is not the medi- 
um itself—its programming or sales 
ability—with which manufacturers 
are dissatisfied, but rather with the 
sometimes “phony” and _ generally 
shaky local-rate structure. 

“In instance after instance,” said 
Mr. Crimmins, “we can show co-op 
contracts from national manufacturers 
who use a lot of television themselves 
expressly forbidding local dealers to 
put co-op funds into tv at all, or at 
least without obtaining the manufac- 
turers’ approval in advance of run- 
ning. 

The basic objection by companies 
which supply local concerns with ad- 
vertising funds is that very few video 
stations have “local-rate” cards print- 
ed and available. “There is no way for 
a manufacturer to check the invoice 
sent him by the dealer,” said Mr. 
Crimmins. “About all that can be done 
is ascertain whether the dealer is 


TELEVISION AGE 






a review of 


current activity 


in national 
spot tv 


claiming the station billed him at less 
than the national rate. There are in- 
stances where local stations sell a re- 
tailer time on a promise to bill him 
at a higher rate than actually paid; 
the retailer sends the bills to the man- 
ufacturer and pockets his profits.” 

The second important objection to 
co-op broadcast ads is that the manu- 
facturer usually gets no tear-sheet or 
proof that the dealer spent the money 
as claimed. “Sworn affidavits by the 
stations are some help,” claimed Mr. 
Crimmins, “but we have had cases 
where a single dealer sent in affidavits 
showing he had run a minute spot for 
two different manufacturers on one 
station at the same time.” 

It was noted that the same manu- 
facturers who are now protesting that 





In Los Angeles, Muriel Bullis has been 
promoted to supervisor of broadcast 
media at EWR&R. She has been with 
the agency three years, and is an eight- 
year veteran in media. 
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REPORT 








broadcasting station operators are “a 
bunch of crooks” once held similar 
ideas about newspaper owners. As 
more evidence of integrity was pre- 
sented in black-and-white, the manu- 
facturers’ suspicions of the print medi- 
um lessened. 

Mr. Crimmins believes the single- 
rate-for-both-national-and-local-adver- 
tisers which has been discussed of 
late could have interesting effects on 
the co-op picture if adopted to any 
great degree. 

“It depends,” he said. “If a sta- 
tion’s rate was stabilized near its pres- 
ent local level, undoubtedly many 
more manufacturers who pay half of 
co-op advertising costs would come in- 
to the video medium. If the rate were 
stabilized near the present national- 
rate level, manufacturers who pay 100 
per cent of co-op costs would not give 
funds to dealers, preferring to buy 
their own video time.” 


AMERICAN STORES CO. 
(Gray & Rogers, Phila.) 


The agency has just been appointed to 
handle this firm and its chain of Acme 
Markets. Planned is a saturation tv 
campaign throughout the Philadelphia 
area, with southeastern Pennsylvania and 
sections of New Jersey and Delaware 
getting subsequent action. Video spots 
will be 30 seconds in length. Edward 
Papazian is the timebuyer. 


AMERICAN SUGAR 
REFINING CORP. 


(Ted Bates & Co., Inc., N. Y.) 


Last year about this time, DOMINO sugar 
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wires Hugh L. Kibbey, National Sales Manager 


WFBM-TV 


INDIANAPOLIS 


Yankee Doodle Dandy blitzed the 
opposition in Indianapolis. Hugh 
L. Kibbey, WFBM-TV National 
Sales Manager, didn’t wait to 
write. Here’s what he wired about 
the James Cagney song-and- 
dance smash: 
“Yankee Doodle Dandy special 
showing on Xmas day huge success. 
Much much favorable reaction and 
already we have potential bank- 
roller for repeat showing July 4.” 


The ratings show that “Dandy” 
glues ’em to the set. WFBM-TV 
ran it from 5 p.m. to 7 p.m. Dec. 
25 and pulled down a big 18.0 
against 6.4, 3.4 and 2.9 for com- 
petition! Almost triple the next 
highest rating. 

Like WFBM-TV, smart pro- 
grammers all over the country are 
going to town with Yankee Doodle 
Dandy. Don’t let this money maker 
get away! Only two showings avail- 
able up to July 5th. Program it now! 


UL... 


UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8953 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-6886 
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entered about 100 markets with schedules 
of day and night minutes and 20's. At 
press time, activity was under way on new 
placements, but scope was indefinite. 
Gerry Van Horsen is the timebuyer. 


BEKINS VAN & STORAGE CO. 


(C. J. LaRoche & Co., Inc., Holly- 
wood) 


This long-distance moving firm, last 
reported here several years ago as 
considering half-hour films in some 
western markets, reportedly has been using 
radio of late, but is swinging back into 
spot. Schedules of night minutes and 
ID’s should begin the middle of next 
month in about 12 markets out west. Ruth 
Fredericks is the timebuyer. 


BLOCK DRUG CO. 


(L. C. Gumbinner Adv. Agency, Inc., 
N.Y.) 

New films on REM PLUS cough syrup 
are currently being tested in several 
markets, but the schedules should wind 
up late this month, with probably any 
future placements held off until next fall. 
Minutes are used. A new laxative product, 
LAXIUM, is presently set for tests in four 
scattered markets, with day and fringe 
night minutes used. Al Sessions is the 
timebuyer. 


BORDEN CO. 

(Dancer-F itzgerald-Sample, Inc., 
BR. 

After placing SUPER STARLAC schedules 
in New England last December, the 
agency is expanding into additional major 
markets across the country. Placements 

of day minutes begin this month for 
12-week runs. Lynn Salzberg is the 
timebuyer. 


CHEMICAL CORP. OF 
AMERICA 


(D’Arcy Adv. Co., Inc., N. Y.) 


In its first major effort since taking over 








Td 


Personals 


JACK CANNING, buyer on Pall 
Mall at Sullivan, Stauffer, Colwell & 
Bayles, New York, has left the agency 
to go to H-R Representatives. Replac- 
ing him is FRED SPRUYTENBURG, 
formerly buyer on Salada. BOB AN- 
DERSON, who had been on Noxzema, 
Whitehall and Best Foods, will keep 
Noxzema and take on Salada, while 
DON ROSS has been promoted from 
assistant to full buyer and will handle 
the Best Foods and Junket Div. of 
Salada. ED FONTE, handling Arrid 
and Lifebuoy, has been switched to Ar- 
rid and Whitehall, and STEVE 
SUREN, who has Duffy Mott, is pick- 
ing up Lifebuoy. 

BOB GRUSKAY, buyer at Ted 
Bates, New York, has left the agency 
to join wnBc-tv Hartford. Taking over 
as timebuyer on Morton’s Frozen Foods 
and Minute Maid is STUART 
HINKLE, who has been promoted from 
assistant buyer. 

EDWARD D. CUMMINGS, former- 
ly with Robert W. Orr & Assoc., has 
joined Noyes & Co., Providence, as 
media and research director. 

MRS. STELLA PORTER has been 
appointed timebuyer at Bauer & Tripp, 
Philadelphia. 

EDWARD BACZEWSKI has been 
appointed associate director of media, 
and JAMES DUCEY has been named 
media group supervisor at Cunningham 
& Walsh, New York. 

FLORENCE DART has left Young 
& Rubicam, New York, to join Ogilvy, 
Benson & Mather as media coordina- 
tor. 











the FREE WAX account Jan. 1 from 
Lennen & Newell, the agency is setting 
package schedules of day and night 
minutes and 20’s in the 35-plus markets 
where the product has distribution. 
Starting dates are during this week and 
next, with the placements to run eight to 
13 weeks initially. Filmed spots in 





Executive changes in the gop echelon at Ted Bates & Co., Inc., resulted in Wil- 
liam H. Kearns (l.), who has been the agency president for the past three years, 
being named vice chairman of the board and chairman of the executive com- 
mittee; Rudolph Montgelas (c.) becoming president, having served as a senior 
vice president, director and member of the executive committee, and James C. 
Douglass, (r.), who joined Ted Bates in 1953 as director of tv-radio and has 
been a senior vice president and director, holding the newly created position 
of executive vice president. Continuing in their respective positions are T. L. 
Bates, honorary board chairman and founder of the agency, and Rosser Reeves, 


chairman of the board. 
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Buyer Profile BORNE caslass 


ial ens are hoping for the 
day when they can get cumes 
and quintiles in every market.” Vince 
DeLuca, timebuyer at Erwin Wasey, 
Ruthrauff & Ryan, Inc., points out that 
this type of research seems to be gain- 
ing increasing popularity in media 
analyst circles. 

“The quintile breaks down home- 
impression data so that the advertiser 
can go beyond ‘average home impres- 
sions and determine what segment of 
his audience is receiving how many 
commercials how often. 

“In the past year we have noted 
locally here in New York that quintile 
data have been used as sales tools by 
several stations. Previously, the cost 
for this data apparently made it un- 
profitable on a local basis. However, 
we understand that this information 
is now available from Nielsen on both 
a national and local basis at a rela- 
tively moderate price. It appears that 
quintile and cume data are becoming 


more fashionable, a fact which should 
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VINCE DELUCA 





prove as helpful to the seller as it will 
be to the buyer. 

“As to the costs involved, if sta- 
tions would re-examine their mailing 
lists and cut out unnecessary mailing, 
they could probably save enough in a 
year to have several studies made. 
Actually, it should make a salesman’s 
job a little easier to have data showing 
what a ‘typical’ schedule can do in his 
market in terms of homes reached and 
impressions delivered (on his sta- 
tion).” 








Tv Equals SRO 

Seven movie theatres in To- 
ronto and Hamilton, Ontario, 
are only too happy to credit the 
hold-over business they enjoyed 
during Christmas to tv. 

Harvey Harnick, general sales 
manager of Columbia Pictures of 
Canada, booked the film The 
Seventh Voyage of Sinbad into 
the seven theatres simultaneously 
and then bought eight 20's and 
minutes on CHCH-TV Hamilton to 
promote it. As a result, all seven 
theatres held the film over for a 
second week to capacity business. 





Mr. DeLuca reasonably asserts that 
of course cumes and quintiles are not 
the answer, but that they do provide 
another extremely important statistic. 

Vince DeLuca at 32 is a soft- 
spoken man. The chief timebuyer in 
the agency's important New York of- 
fice, he buys on such accounts as 
KLM Royal Dutch Airlines. Joe Lowe 
Corp. (Popsicle), Rootes Motors and 
the Hillman Minx. 


WRGB IS TOPS 








WRGB . .. the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany... Schenectady ...and Troy 
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Program Profile +: - 


Film; CBS-TV ; 7:30-8:30 p.m, EST 
Sat. Opposite Dick Clark Show and 
Jubilee U.S.A. ABC-TV; People Are 
Funny and Perry Como Show NBC. 
TV. On CBS-TV since September 
1957. Aired on 146 stations. Star: 
Raymond Burr; continuing cast mem- 
bers: Barbara Hale, William Hopper, 
William Talman and Ray Collins. 
Sponsors: Philip Morris & Co., 
Theo. Hamm Brewing Co., Colgate- 
Palmolive Co., Sterling Drug, Inc., 
Gulf Oil Corp., Florida Citrus Com- 
mission. Philip Morris cumulative 
gross time billing for the show Jan- 
uary through November 1958: $188,- 
216; 1958 spot expenditure through 
September: $3,663,900. Leo Burnett, 
agency. (Philip Morris, with Parlia- 
ment, also buys Douglas Edwards and 
To Tell the Truth, both CBS-TV). 
Hamm Brewing cumulative gross 
time billing for the show January 
through November 1958: $29,204; 
1958 spot expenditure through Sep- 
tember: $1,333,800. Campbell- 
Mithun agency. Ernest Andrews, tv 
dir.; Harry M. Johnson, med. dir. 
Colgate-Palmolive cumulative gross 
time billing for the show January 
through November 1958: $114,086; 
1958 spot expenditure through Sep- 
$9,183,500. Ted Bates, 
agency. Chris Lynch, head buyer. 
(C-P also participates in—on CBS- 
TV: The Big Pay-off, Mighty Mouse 
Playhouse, The Millionaire, Top Dol- 


tember: 
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7:45-12 N. 
57.0% 

e In the 447 rated quarter-hours ...WIBW-TV ranked FIRST. 

e In the top 15 Once-a-Week shows (with an average pro- 

gram rating of 44.13)... WIBW-TV had an average rating 


-PERRY MASON 





Raymond Burr and Barbara Hale 


lar ; on NBC-TV: George Burns Show, 
The Thin Man.) 

Sterling Drug cumulative gross 
time billing for the show January 
through November 1958: $188,541; 
1958 spot expenditure through Sep- 
tember: $3,056,400. Dancer-Fitz- 
gerald-Sample, agency. Bob Laze- 
tera, timebuyer. (Sterling also partici- 
pates in—on CBS-TV: As the World 
Turns, Edge of Night, The Verdict is 
Yours; on NBC-TV: County Fair, 
Detective’s Diary, The Price is Right, 
Restless Gun, Saber of London, Today 
is Ours, Treasure Hunt, True Story.) 

Guif Oil cumulative gross time bill- 
ing for the show January through No- 


vember 1958: $78,550. Y.&R., agency. 


Haps Kemper, account executive. 
Florida Citrus Commission has en- 
tered tv only recently. Benton & 
Bowles, agency. Russell O’Brien and 
Bob Nicholas, 


account executives; 


Topeka has1TV Station WIBW-TYV is it 


ALL DAY---ANY DAY 


Here’s why survey-proved WIBW-TV is your best buy for 
complete coverage of the entire Topeka market. 


e WIBW-TV commands the viewing audience. Note current 
survey figures: 


Share of Audience Monday-Sunday 
12 N.-6 p.m. 


50.3% 51.1% 


of 37.69%. 
e WIBW-TV serves 38 rural and urban counties in the heart 
of Kansas...where total gross income for 1957 was 


$719,277,000.00. 1958 is a banner year. 
e WIBW-TV saturates 218,190 TV homes. 


WIBW-TV . CBS-ABC Channel 13 Topeka, Kansas 


REPRESENTED BY AVERY-KNODEL, INC. 


6 p.m.-12 Mid. 


(NCS-#3) 


varying frequencies will be used in the 
markets (largely in the southern half of 
the country). Jim Moreno is the 
timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 
Activity was reported in a small group 
of selected markets for this company’s 
HOSTESS packaged cakes. Schedules 
starting early next month should run for 
13 weeks, with daytime minutes and 20's 
used. Perry Seastrom and Art Goldstein 
are the timebuyers. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 
Activity continues on SIX-MONTH FLOOR 
WAX, with 10-12 new markets opening up 
the first of next month, primarily along 
the eastern seaboard. Day and night 
minutes, 20’s and ID’s will be used in 
heavy schedules, as is customary on this 
product. Senior buyer Doris Gould is the 
contact. 


CORN PRODUCTS CO. 
(Donahue & Coe, Inc., N. Y.) 
KASCO dog food, which used primarily 
print last year, plans to go completely 

tv throughout °59. As a result, it moved 
fast in a three-day period early this 
month to set buys in its 35 top markets. 
Areas covered are New England and the 
southwest, with selected midwestern 
markets also bought. Schedules of six-12 
film minutes weekly now under way will 





Jack Giebel, timebuyer. 

Production: Hollywood origina- 
tion; Gail Patrick Jackson for Pai- 
sano Productions, executive producer; 
Ben Brady, producer; Sam White, as- 
sociate producer; Arthur Marks, di- 
rector; Don Brinkley, writer; Frank 
Redman, photography director; Art 
Seid, film editor. 

Format: Mystery adventures of 
famed lawyer-sleuth created by Erle 
Stanley Gardner. 

Ratings: Second Jan. Nielsen: 27.8. 



















Survey Figures 
Prove 
WIBW-TV’'s Value 


e Not even the combined efforts of 3 
distant Kansas City TV stations can be- 
gin to dent the Rich Topeka Market, 
according to a current survey. 


Share of Audience 
Monday-Sunday 
7:45 12N 6p.m. 
12N 6p.m. 12 Mid. 
WIBW-TV, TOPEKA 57.0% 50.3% 51.1% 


Sta. A, Kansas City 10.7 | 10.0 9.7 
Sta. B, Kansas City 6.1 10.4 9.6 
Sta. C, Kansas City 13.4 | 14.7 | 15.3 
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At W. B. Doner & Co., Baltimore, 
Tom Hagner is a newly named media 
buyer. He was previously an account 
executive at WCBM radio and space 
salesman for the Baltimore News-Post. 





run from eight to 20 weeks, with the 
majority of markets bought for a minimum 
15 weeks. Art Topol is the timebuyer. 


COTY, INC. 

(BBDO, N. Y.) 

This cosmetics firm is showing activity all 
across the country in top markets. 
Minutes, 20’s and ID’s are running in 
brief flights, some under way, others 
beginning next week. Ed Fleri is the 
timebuyer. 


DANDRICIDE Co. 
(Robert B. Cole, Adv., N. Y.) 


This dandruff-remover hair product has 
used spot occasionally in the past, and 
















One hundred 
eleven* 
national 

and 

regional 

spot 
advertisers 
know 


Terre Haute 
is not covered 
effectively 
by outside 

TV 


*Basis: 1958 





WTHI-TV lO: 


TERRE HAUTE, INDIANA 
Represented Nationally by Bolling Co., | 


Los Angeles -San Francisco - Boston - New York - Chicago- Dallas | 


just returned with a 16-week schedule on 
wrca-Tv New York. ID’s are being used 
in light schedules. The product has national 
distribution, so encouraging results could 
mean additions of other major markets. 
Robert Cole is the contact. 


d-CON CO. 

(Thompson-Koch Co., Inc., N. Y.) 
Although this maker of MOUSE-PRUFE, 
d-Con READY MIX and other rodent 
killers has used limited tv schedules in 
the past, its first concentrated effort gets 
under way about issue date in eight or 10 
selected markets. Los Angeles and New 
Orleans, along with a handful of minor 
southern markets, will get schedules of 
filmed minutes to run 13 weeks. Fre- 
quencies in the larger markets are five 
or six spots per week. Bob Hall is the 
timebuyer. 


DINNER READY CORP. 
(L. H. Hartman Co., Inc., N. Y.) 


Testing for this packager of frozen foods 

is on at present, with a New York schedule | 
on WABC-TV having wound up early this 
month and others running or having run 
in New England on wnac-tv Boston and 
stations in Syracuse, Albany-Schenectady- 
Troy and Scranton. Four-week placements 

of day and evening filmed minutes 
reportedly brought encouraging results, 





Agency Appointments 
John Hoagland joins Ogilvy, Ben- 
sen & Mather, Inc., next month as 
vice president and associate director 
of the broadcast department. He has | 
held similar posts at BBDO, Robert 
Orr Agency and the Campbell Soup | 
Co. | 
In Kansas City, Mo., Edward L. | 
Traxler has been appointed director | 
of tv-radio at Allmayer, Fox & Resh- 
kin Agency, Inc. He operated his own 
public-relations and marketing-con- | 
sultant firm in Detroit, and has been | 
an account executive for Campbell- 
Ewald Co., Inc. 
Milton Robertson, 


executive producer at WNEW-TV New 


who has been 


York, has joined the public-relations 
firm of Cayton-Klempner as vice pres- 
ident in charge of its tv-radio depart- 
ment. 

Nicholas Gibson, formerly a video 
Advertising, 
Inc., New York, has joined Kenyon | 
& Eckhardt, Inc., in the same capacity. 

James Burton has joined the broad- 


producer at Compton 


cast department of Ogilvy, Benson & 
Mather, Inc., 
ducer. 


as a commercial pro- | 

Marijean Isaac, radio-tv placement | 
| specialist in BBDO’s public-relations 
| department, has left the agency to 
open her own placement service. She 
conducted the same kind of business | 


before joining BBDO in 1956. 





WLBC-T 





WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


LBC-TV 


MUNCIE 


Crossroads of the Middle West 





WLBC-TV 


MUNCIE 


Cross-section of the nation 


LBC-TV 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 










Muncie, Indiana 
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and future action seems likely. Concen- supplying the spots, while the toy-makers 

tration has been on a frozen-turkey meal, foot the bill. Charles Weigert, v.p., is 

but the firm has a sliced-ham package the contact. 

ready to be introduced. Patricia Gilbert 

is the timebuyer. ECONOMICS LABORATORIES, 
INC, 

WALT DISNEY PRODUCTIONS (f. . Mathes, Inc., N. Y.) 

- . c ry Although last year at this time, the 
(Regal Adv., Inc., N. Y.) agency bought for both SOILAX and 
The group of toy manufacturers who SOILOFF liquid cleanser, the latter 
produce items under the Disney licensing product only is seeing action at present. 
operation will be kicking off a major Schedules of filmed minutes and 20's 
barter-bought campaign shortly. About 50 begin March 2 and in following weeks 
markets will run filmed minutes in kid for eight-week runs in Los Angeles, San 
programs for items based on Sleeping Francisco, Dallas, Chicago, Houston, 
Beauty. It’s the first Disney-backed entry Seattle, Portland (Ore.), San Antonio, 
into spot, although the producer is only Oklahoma City, Denver, Phoenix, El Paso, 


Grant Atkinson, formerly tv-radio di- 
rector at Compton Advertising, Chi- 
cago, has joined MacFarland, Ave- 
yard & Co., as vice president in a 
similar capacity. 


HEAD AND SHOULDERS ABOVE THE REST New Orleans and Salt Lake City. Edna 
Catheart, assisted by Olga Hoffman, 


. handled the buying. 
in the Johnstown-Altoona Area . ree 
EXQUISITE FORM 


ASSIERE, INC. 
W4JAC-TV stands out above the others, with (Regal +a Sg y.) 


a rating of 71.9, station share of audience, After hitting upwards of 175 markets 
, ; last year, this bra fi lle fs 
sign-on to sign-off, as compared to 28. ast year, this bra firm pulled out of spot 


in mid-December. Starting about issue 
i date, it begins placements of primarily 
for WFBG-TV and 0.4 for WARD-TV. 20’s in 142 markets. Heavy schedules—20 
and more spots per week—will go for 20 
weeks. An eight-week hiatus will follow 
This average, from ARB, — the . vas" oats is — on 
a barter or film-and-cash basis, with 
November 19-25, 1958, v.p. Charles Weigert the contact. 
proves, once again, that 
WJAC-TV is the BIG BUY FLAV-R-STRAWS, INC. 
in its area (Newton Adv. Agency, Inc., N. Y.) 
04 ° — . ° , ie * 
This children’s drink-flavoring account, 
f once big in spot tv, has moved to this 


agency after a brief stay at KHCC&A. 
With the company still embroiled in 
WJAC-TV  WFBG-TV WARD-TV 


marketing and distribution problems, only 

newsnapers are being used in major 
Over one million television homes make up the Johnstown-Altoona Coverage markets at present, along with a very 
Area, encompassing 36 Western Pennsylvania counties, 3 Maryland counties, limited tv schedule. However, the product 


and 2 counties in West Virginia plans to return strongly to spot shortly. 
Bill Rich is the contact. 





With a lead of nearly 3 to | GENERAL MILLS, INC. 


over its nearest competitor, (BBDO, N. Y.) 

it’s plain that WJAC-TV is the This firm, which used its first spot in 
} : : quite a while last December for BETTY 
—_ i station viewers prefer. Buy CROCKER biscuit mix (most of its tv 

the station that delivers the activity is confined to network), is 


r 

wy CLanon ° ; repeating with its Boston Cream Pie. A 

( eusiae h (“" Dhara audience . .. WJAC-TV. “special situation” is causing a group of 
s 


; ae selected stations to get short placements 


NoIAna | P of daytime minutes. Tom Harder is the 
FFLUIN ad a 
[cavanain, = eae, Bors timebuyer. 


XY Ltpona ) 4 wc. . . 
=o = lomo ’ - 5 HENRY HEIDE, INC. 


; . 2 (Kelly, Nason, Inc., N. Y.) 
= i we, )ecoroes / | FULTON 7 ' ‘ ~~ Switching from daytime minutes in kid 
) : . . . 
s Eee | SOMERSET / } . shows, this candy company is co-sponsoring 
oom cameahcam- RITZ Sergeant Preston first-run-off-network 
ALLEGANY . ° . 
> : films in about eight top markets. On the 
w 


ARMSTRONG | 


a: ‘as 


l WASHING sron Xf 


eS 


1g> 
NN a air already in New York and Detroit, 


4 


Heide has lined up Chicago, Philadelphia 
VAL and Boston to start within the next weeks. 

SF The remaining markets will be chosen 

from those which the company has used 


| in the past. Schedules are for 26 and 52 
Get the facts from your KATZ man! | weeks. Walter Simons handles the buying. 


MPSHIRE 
74 
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PERSONALITY 
PROGRAMMING 


KHJ-TV with its outstanding new 
roster of live personalities is chang- 
ing the television buying and view- 
ing habits of Southern California. 


Such nationally known names as 
Oscar Levant, Don Sherwood and 
John J. Anthony plus such popular 
Los Angeles names as John Willis, 
Walker Edmiston and “Engineer 
Bill” Stulla are selling more prod- 
uct for more advertisers than ever 
before. Why? Because these per- 
sonalities are live and local... 
Southern Californians know them 
and respond to their recommenda- 
tions in a way that makes cash reg- 
isters ring as never before. 


When buying Los Angeles televi- 
sion, take advantage of the phe- 
nomenal selling ‘‘plus”’ that comes 
with Personality Programming... 
on the Los Angeles station with 
more live television personalities 
than any other. 


KHJ “7 TV 


LOS ANGELES 


Represented by H-R Television, Inc. 


HELBROS WATCH CO., INC. 
(E. A, Korchnoy, Ltd., N. Y.) 

As noted in Agency Changes Jan. 12, 
the plans for this watch firm’s 59 campaign 
include tv spot. However, the word is 
that the great bulk of schedules is being 
lined up on a barter basis, market by 
market. In exchange for time in which to 
place its new films featuring Pat Boone, 
the company supplies watches for give- 
aways, promotions, etc. Both spring and 
fall pushes are planned, but the only 

cash buying will be done in markets 
unobtainable via barter. Helbros ad 
manager Robert Levine is handling the tv 
schedules himself. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 

The agency reports tht local dealers are 
enthusiastic about the “Spot-tacular” cam- 
paign for the men’s, women’s and 
children’s shoe divisions of this firm, and 
are buying good amounts of co-op spots 
in their individual markets. The nationally 
placed business kicks off early next month 
for eight weeks of filmed minutes and 
20’s in 130 markets. Media manager Fred 
Wuellner is the contact. 


KMOMARK MFG. CO., INC. 
(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 

This Revlon-owned firm is making the 
predicted switch from network into spot 
for its ESQUIRE shoe polish line 


and is lining up a goodly number of 





THE 


LAUREL 
AND 


HARDY 


SHOW 


Gets Top Ratings on 
WNAC-TV, Boston 


la 





Wire or phone 
Art Kerman 
today for Zz 


availability 

in your market, \ 

GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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Attending the wast Albany party in New York for agency researchers were 


(l. to r., standing) Anne Conroy, Compton; Carolyn Posa, Ted Bates; Betty 
Hodder, Dancer-Fitzgerald-Sample; Teddy Anderson, BBDO; Betty Leckner, 
Benton & Bowles; Joan Meister, Compton; Joan Rosenthal, Kenyon & Eckhardt, 
and Betty Coombs, Grey. Seated: Jackie de Costa, Ted Bates; William Riple, 
general manager, WAST; Winnie Luizzi, Dancer-Fitzgerald-Sample. The station 


is represented by Venard, Rintoul & McConnell. 


markets for an early March start. Filmed 
minutes should run in both day and night 
spots for about 15 weeks. Ed Tashjian is 
the timebuyer. 


LEVER BROS. CO. 

(Needham, Louis & Brorby, Chicago) 
It’s reported that SWAN soap will get 
spot schedules of daytime minutes and 
20’s under way about issue date in a 

small number of selected markets. John 
Cole is the timebuyer. 


McKESSON & ROBBINS, INC. 
(Dancer-F itzgerald-Sample, Inc., 
2 

A new vitamin product known as BEXEL 
has made some films, and the word is that 
various spot plans are being drawn up, 
but nothing was definite at press time as 
to markets or starting date. Activity is 
rumored for KESSAMIN, the drug firm’s 
new reducing aid which was introduced 
last spring, but here, also, exact plans 
are not finalized. Tim McClintock is the 
timebuyer. 


MOTION PICTURE ASS’N 
OF AMERICA 

(Donahue & Coe, Inc., N. Y.) 

As it did for the first time last year, this 
organization is buying a 30-second “Go 
to Movies” spot on about 185 stations 
which will be carrying the Academy 
Award telecast April 6 on NBC-TV. The 
single announcement will be live at the 
show’s middle break. Evelyn Lee Jones and 
Dick Waller are handling the buying. 


NATIONAL PAINT & 
VARNISH CO. 

(Tilds & Cantz, Los Angeles) 

This west-coast firm is currently setting 
up a spring promotion to kick off next 
month. Filmed 60-second spots will be 
placed on KNXT, KABC-TV and KHJ-TV in 
Los Angeles, featuring free advice in color 
planning. Media director Alan Berger 

is the contact. 


PARKER PEN CO. 
(Tatham-Laird, Inc., Chicago) 
Although the bulk of the spring budget 
is going into radio via a Breakfast Club 
buy, selected markets will get supple- 
mentary tv schedules. Filmed minutes and 
20’s in day and night slots will be used 
in brief placements. Media head George 
Bolas is the contact. 


PHARMA-CRAFT CORP. 

(J. Walter Thompson Co., Chicago) 
As noted here Dec. 15, COLDENE is 
continuing active, with about 45 markets 
reported getting filmed minutes this month 
for about eight weeks. Media director 
Robert Thurmond is the contact. 


PLANTERS NUT & 
CHOCOLATE Co. 

(Don Kemper Co., Inc., N. Y.) 
Early this month, PLANTERS peanut 
butter began eight-week placements of 
daytime minutes and 20’s in about 17 
selected markets. A new series of filmed 
spots will be made within the next few 
weeks for future schedules, indicating tv 
results are proving gratifying. Adna 
Karns, media director, is the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 

The first of next month should see major 
markets throughout the country running 
schedules for GLEEM toothpaste. Daytime 
minutes will continue through the P&G 
contract year. Ethel Weider is the time- 
buyer. 


QUALITY BAKERS OF 
AMERICA CO-OP, INC., N. Y. 
(direct) 

This organization of 140 bakers, primarily 
route-delivery companies, uses tv in 50-75 
markets fairly consistently. The trend this 
year is to minutes, 20’s and ID’s rather 
than the program buys of last year. 
General spring and fall promotions take 
place, but starting dates are apt to vary 
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according to local conditions, with buying 
activity of some kind usually on all year 
around. Buys are made market-by-market. 
Budget dollars at present are two-to-one 
in favor of video. Steve Siddle, Jr., 
media director, is the contact; Sam 
Glickman is the timebuyer. 


1. ROKEACH & SONS, INC. 
(Regal Adv., Inc., N. Y.) 

This maker of Kosher foods and other 
products will enter tv spot for the first 
time next month via a barter set-up in 

the New York market. Additional markets 
are to be added later for a wine produced 
by the company. ROKEACH distribution 
is national. Charles Weigert, v.p., is the 
contact. 


JACOB RUPPERT BREWERY 
(Compton Adv., Inc., N. Y.) 

Junking its complicated “Sing-out-for- 
Knick-’cause-Knick-has-the-knack” cam- 
paign featuring a costumed Knick Knicker- 
bocker in filmed minutes and 20's, the 
brewery has set its 59 campaign on a 
“Knock for Knick” theme heavily promoted 
via ID's, with a lesser concentration of 

20's. A 45-per-cent budget increase over 

58 in New York helped create a 500-per- 
cent increase in the number of spots used. 
All spots are in prime time, between 
6:45 and 11:15 p.m. Similar increases, 
though not as intense, have been made in 
Boston, Providence and Springfield, Mass. 
Chiz Craster, assisted by Dale Hansen, 

is the timebuyer. 


F. & M. SCHAEFER 
BREWING CO. 

(BBDO, N. Y.) 

Following up the item here last issue on 
the new campaign for this beer, it develops 
the New York market only is getting 
spot tv activity. In SCHAEFER’s 10 other 
markets along the eastern seaboard, the 
brand will ride with the half-hour shows 
it’s been using. Most of the spot money 
seems to be headed into radio at present. 
Ed Fleri, assisted by Jackie Moore, is 
the timebuyer. 


SELCHOW & RIGHTER 
(SEL-RIGHT) 


(Lester Harrison, Inc., N. Y.) 
This children’s game account recently 





In “Oil-Rich" 
West Texas have 
21% more 
money to spend 
than the average 
American 
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Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 









Rep Report 


Tom G. Maney, who has served on 
the sales staff of KHJ-Tv Los Angeles 
for the past two years, joined the 
Blair-TV office in the west-coast city 
as an account executive. 

Jack Canning, formerly a broadcast 
buyer at SSC&B, New York, is now on 





MR. CANNING 


the radio sales staff of H-R Repre- 
sentatives, Inc. Durirg his eight years 
at the agency, Mr. Canning purchased 
$100 million worth of time. 

At Edward Petry & Co., New York, 
George Backus and Richard Hayes 
have been appointed to the tv sales 
department. Mr. Backus has been with 
Petry Radio as a salesman for 10 
years. Mr. Hayes was with NBC Radio 
Spot Sales and last with the Branham 
Co. as a tv account executive. 

Ben Holmes has been appointed 
vice president in charge of radio at 
the Petry firm. He joined the com- 
pany in 1956, having been national 
sales manager of the Griffin tv and 
radio station group. 


moved from Norman, Craig & Kummel 
and has set brief schedules of both live 

and filmed minutes in New York, Chicago 
and the New Haven market area. Kid 
shows are used primarily, with a few 

ID’s aimed at adults for SCRABBLE JR. 
and MEET THE PRESIDENTS. Campaign 
plan is to come into spot heavy three or 
four times a year for four-week runs. 

Jeff Herman is the timebuyer. 


SILF SKIN, INC. 

(Regal Adv., Inc., N. Y.) 

Coming back into spot a few weeks earlier 
than in last year’s spring drive, SILF 
SKIN girdles has picked up a number 

of additional markets, going from 60 to 
nearly 80. The barter or film-and-cash 
schedules of filmed minutes and 20's will 
continue for about 20 weeks. Vice-president 
Charles Weigert is the contact. 





STERLING DRUG, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 

Following the move noted here Jan. 12 
for HALEY’S M-O, BAYER aspirin is 
supplementing its network program buys 
in about 35 markets where the network 
coverage is weak with spot schedules of 
filmed minutes. Primarily daytime slots 
are used. The placements began early 
this month and will run through March. 
Robert Lazetera is the timebuyer. 








STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St.. New York 17, N. Y. 
Plaza 5-4262 











Norman Brokenshire 


in 


THE HANDYMAN 


(Home Repair Series) 


52 Five Minute 
Home Repair Sequences 


Available Immediately 


Write, Wire or Phone 


Fred Stoessel, General Manager 
Televisual-International 


1029 East 163rd Street 
New York 59, N. Y. 


DAyton 9-3220 
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City-By-City Ratings January, 1959 
ATLANTA BALTIMORE BOSTON ) 


3-Station Market 3-Station Market 
(one-week ratings) (one-week ratings) 


(one-week ratings) TOP SYNDICATED F s 
TOP SYNDICATED FILMS SYNDICATED FIL2E 


3-Station Market 

















TOP SYNDICATED FILMS 1. Silent Service (CNP) wsz-tv Fri. 7 ese 
1. Death Valley Days (U. S. Borax) 2. Decoy (Official) wez-Tv Sun. 10:30 ..... 
. WIE-TV Mon. 7:30 ...cccsesecccccses 24.0 3. Flight (CNP) wez-Tv Tue. 7 .......+-. 
1. Whirlybirds (CBS) wss-tTv Wed, 7 ° : = - ra j- ne . . 
" . “ . . a 2. Woody Woodpecker (Kellogg) wsz-Tv Tue. 5 .20.7 4, Highway Patrol (Ziv) wez-Tv Sat. 7 ..... 19.0 
2. Sheriff of Cochise (NTA) wsB-TV Tue. 7 Ps . . . . . . - —<_ = 
. Dene (UAA) wen-ty MOP 8 3. Highway Patrol (Ziv) wMarR-Tv Sat. 7 ....20.5 5. Gray Ghost (CBS) wpez-tTv Wed. 7 .. . 18.9 
3. Pope (UAS SB-TV } 5 sees . + pe = \ se ' s 
ae: ie zi . 3 4. Huckleberry Hound (Kellogg) yz-TV Thu. 5 .19.7 6. Citizen Soldier (Flamingo) 
4. The People’s Choice (ABC) wsB-Tv Fri. 7 - 5 ~ ae . 
- c “ é 4. Popeye (UAA) wsz-TVv Sat. 5:30 ...... 19.7 le i re 17.2 
5. Woody Woodpecker (Kellogg) wsn-Tv Tue. 6 a > s = i “ : 
Saal < 2 5. Superman (Kellogg) Wsz-TV Mon. 5 .. 18 7. Walter Winchell File (NTA) 
6. Superman (Kellogg) wsB-TV Mon. 6 ...... . = . ‘ e - 
ns . es 6. Sea Hunt (Ziv) wBaL-TV Wed. 10:30 ....17.0 WNAC-TVY Mon. 7 see +s aeees 16.7 
T. Death Valley Days (U. S. Borax) “4 ~ ? - " 7 om ~ 
pate ge 21.8 7. Farmer Alfalfa (Bray) wsz-Tv Sat. 5 .....16.1 8. Jeff’s Collie (ITC) wez-TV Mon. 7 ...... 16.1 
8 Biome. Ua scsiscnccs teueaseen 
* s: <A “4 8. Target (Ziv) WBAL-TV Thu. 10:30 ....... 15.6 8. Damon Runyon Theatre (Screen Gems) 
8. Highway Patrol (Ziv) waGa-Tv Sat. 9 ....21.6 2 4 » ms . @ pa 
. 9, Wild Bill Hickok (Kellogg) wsz-Tv Wed. 5 .14.7 WHDH-TvV Tue. 10 . ib sveoneaceahe 16.1 
9. Huckleberry Hound (Kellogg) wsB-Tv Thu. 6 .19.1 Si aides re ’ : ze 
a . 4 10. Gray Ghost (CBS) wsz-Tv Sun. 9:30 ....14.1 9. 26 Men (ABC) wBz-Tv Sun. 7 ceeechen 15.4 
9. Looney Tunes (Guild) wss-Tv Fri, 6 ..... 19.1 : “ é ov - ‘ 
a ‘ ‘i a 4 a . 11. Adventures of Jim Bowie (ABC) 10. City Detective (MCA) wNac-Tv Tue. 8 fF 
16. Wild Bill Hickok (Kellogg) wsp-rv Wed. 6 .18.1 ge j . “ ; 5 } 
age " . . ‘' ps WIS-EV Feb. BG wn wcccccscccccsvcccceces 13.4 11. Code 3 (ABC) wNac-Tv Sat. 10:30 ......14.4 
11. Big Story (Flamingo) WAGA-Tv Sat. 10:30 .17.4 ’ Se on . y " 
“ Baws 4 “ee bs 11. Sky King (Nabisco) WMAR-TV Sat. - 13.4 12. Sea Hunt (Ziv) wupH-tv Tue. 10:30 ....13.8 
12. Brave Eagle (CBS) wiw-a Sun. 6:30 ....14.7 a K¢ » ow . 
os = = . i 12. Badge 714 (CNP) WMAR-TV M, Th. 6:30 13.0 13. If You Had A Million (MCA) wsz-tv Thu, 7 .13.6 
13. Sen Hunt (Ziv) was-zv Wed. 10:38 ...... 14.5 13. Amos ’n’ Andy (CBS) wMar-tv M-F 6 12.9 14. Hucklet Hound (Kell 
3. Amos ‘n’ Andy S MAR-TV J @ ..-.43.8 ckleberry ound (Kellogg) 
14. Meet MeGraw (ABC) wiw-a Sun. 6:30 ...14.4 = * - os 


WNAO-TV Thu. 6:30 .. 13 


TOP FEATURE FILMS TOP FEATURE FILMS 
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TOP FEATURE FILMS 









































1. American Theatre WJZ-TV 1. Cinema 7 No. 1 WNAC-TV Sun. 12-2:30 ..27.4 
1. MGM Playhouse wssB-Tv Sun. 1-3 1 ee ee ee pe eee 21.6 2. Cinema 7 No. 2 WNAC-TV Sun. 2:30-4:30 ..20.7 
2. Armchair Playhouse wsB-Tv Sat. 5-7 ..... 18.2 2. Big Movie of the Week WMAR-TV 3. Feature Film WHDH-TV Sun. 3:30-6 ...... 19.8 } 
Early Show WAGA-TV Mon. 5:30-7 ........13.8 Sat. 10:30-12:30 a.m. .............; 19.6 4. Boston Movietime wBz-TV Mon. 5-6:45 19.3 
4 Armchair Playhouse WSB-TV Sat. 1:30-2:30 .12.9 3. Early Show wsz-Tv Tue. 6-7:30 ........ 17.6 5. Boston Movietime wez-tTv Fri. 5-6:45 ....17.3 
5. Early Show waGa-Tv Tue. 5:30-7 .. oseoknen 4. Early Show wsz-tTv Mon. 6-7:30 16.2 . , 5 
5. Early Show w3z-Tv Wed. 6-7:30 ........ 15.2 TOP NETWORK SHOWS 
TOP NETWORK SHOWS Re bine — — We eccbéanes 38.4 
7 , r ~ 7a 2. pretta oung Presents WBZ-TV sak 7 
TOP NETWORK SHOWS ya srigglbcieaee . 
*, ff i -— sree 46.3 3. Perry Mason WEAG-SY . r 37.1 
2. Maverick WLW-A 2 1. Gunsmoke WMAR-TV ...... AveusaceseOe : Biavertek ™ a ai - : 35.8 
3. Gunsmoke WAGA-TV 8 2. The Rifleman wsz-Tv . chvontenbsamee 39.6 . I've — os eee : ++ + 85.1 
4. The Rifleman wLw-a 3 BS. Biewewtey WEE-EV 2 nw cccccscccvccccesece 38.1 ya The Price Is Right bechergelcdy weeys -35.4 
5. Restless Gun WSB-TV ......... 4. Pro-Bowl WBAL-TV evaemeert i 37.8 7 "7 Sunset Strip WHDH-TV ° . - - 35.0 
6. Peter Gunn wspB-TV 5. Wagon Train WBAL-TV .......... 37.1 . Gunemene beac Snes enshhewe seen 34.4 
8 oodye The » 3 3 
7. Wyatt Esrp wiw-a os cite ain 6. Perry Mason WMAR-TV 7 ves ees 7 Goodyear Theatre WBz-TV ach 34.4 
8. The Real McCoys WLWw-a ... me 1.2 -34.5 7. Wyatt Earp wsz-Tv ....... re 34.9 9. The Rifleman WHDH-TY 2.1 
9. The Price Is Right wss-Tv > 8. I’ve Got a Secret WMAR-TV ........... 34.4 = 
16. Tennessee Ernie Ford wspB-Tv ... etiae 32.2 9. Danny Thomas WMAR-TV 2 PHILADELPHIA 
10. The Real McCoys wWsz-TV ........ 9 
7 3-Station Market 
Os Al ‘ a1 
ANGELES MIAMI (one-week ratings) 
7-Station Market 3-Seation Market TOP SYNDICATED FILMS 
(one-week ratings) (one-week ratings) 1. San Dunaiee Beat (CBS) wecavu-TVv 
Sat 9:30 ee 27.6 
1. Reseue 8 (Screen Gems) KRCA Tue. 7 ..... TOP SYNDICATED FILMS 2. Popeye (UAA) WFIL-TY M-F 6-7 . 4 
2. Death Valley Days (U.S. Borax) Krca Thu. 7 3. Silent Service (CNP) wriL-Tv Sun. 6:30 6 
3. Mr. Adams and Eye (CBS) KNXxT Sat. 9:30 15.8 1, Sea Hunt (Ziv) wrvs Fri. 7 ewonnene 40.1 4. Jeff’s Collie (ITC) wriL-Tv Sat. 7 3 
4. Sheriff of Cochise (NTA) KTTV Wed. 8:30 2. Whirlybirds (CBS) wtvs Thu. 7:30 7.1 >. State Trooper (MCA) wrev-tv Thu. 7 *] 
5. Union Pacific (CNP) Kroa Wed. 7 ........ 12.2 3. Rescue 8 (Screen Gems) witvs Sat. 7 ....34.8 6. Death Valley Days (U.S. Borax) wrov-TVv 
6. Huckleberry Hound (Kellogg) KNXT Tue. 6:30 12.0 4. Medic (CNP) wrvs Mon. 7 ......--ceeee 32.8 Mon. 7 ... tect ence eee e eee 205 
7. Popeye (UAA) KTVA M-F 6 ad .1L1 5. Death Valley Days (U. S. Borax) 7. Sea Hunt (Ziv) woau-tv Sat. 7 ........ 19.8 
8. Divorce Court (Guild) KTTv Wed. 9 ...... 10.2 weve Sat. 6:30 8. Tv Reader’s Digest (Schubert) WFIL-TV 
8. Sea Hunt (Ziv) Kroa Fri. 10 .........--- 10.2 6. Silent Service t Sun. 6:30 .....e02ee- seceeeeeeeee TDI 
9. Wanderlust (Official) Kcop Mon. 7:30 .... 9.9 . State Trooper (MCA) wtvs Sun. 6:30 25.8 9. Highway Patrol (Ziy) wrov-Tv Tue. 10:30 18.4 
9. The People’s Choice (ABC) KNXT Tue. 7 .. 9.9 8. Highway Patrol (Ziv) wWrvy Sat. 10:30 ....22.7 10. Tales of the Texas Rangers (Screen Gems) 
10. Burns and Allen (Screen Gems) KNXT 9. Mackenzie’s Raiders (Ziv) wrvs Thu. 8 ..21.7 WHtirSY Bien. TBO .cccccscccsvecese - 18,3 
ge RS = LPS Ps ee . 9.7 10. U. S. Marshal (NTA) wivs Wed. 8:30 ....21.6 11. Mackenzie’s Raiders (Ziv) wrcev-TVv 
11. Mike Hammer (MCA) Kroa Fri, 10:30 .... 9.3 10. Huckleberry Hound (Kellogg) wokT Thu. 7 .21.6 eS EE & Sanetuie 18.1 
12. State Trooper (MCA) KHJ-TV Mon. 8 .... 9.0 = — — _—_ we Pp toeannss Sees =~" 12. Adventures of Jim Bowie (ABC) 
13. The Honeymooners (CBS) KNXxT Sat. 6 .... 8.8 a gos ngpeas stheaptee v9.08 wrov-Tv Fri. 7 .....--- Ses Ass ae -11.8 
13. Search For Adventure (Bagnall) Kcop Thu. 7 8.8 8 oe: — oan chat Ar a nergy 13. Popeye (UAA) wriL-tv Bat. 6 ........++ 11.1 
14. Superman (Kellogg) WCKT Mon. 7 ..... -20.4 14. If You Had A Million (MCA) 
WROvV-TV Tue. 7 ... eees vpeee ses aee 
TOP FEATURE FILMS 15. Sky King (Nabisco) wceau-Tv Sat. 6 ......16.3 
TOP FEATURE FILMS 
a sean cise ass TOP FEATURE FILMS 
2 Se eee Sat. anes _ 1. Big Show wrvs Wed. 7-8:30 5 F 
< ie z= ma eet See. SOS ES ee “— 2. Movie 7 WCKT Mon, 5-6:30 3 1. Late Show weau-rv Sat. 11:15-12:45 a.m, 35.1 
. mo oe - 0 —— te perseette at gag — 3. Movie 7 wokT Thu. 5-6:30 ............ 19.5 2. Early Show woavu-Tv Mon. 5:30-7 ....... 24.8 
a 2 — roo way ce a <3 oe 4. Movie 7 wcKT Fri. 5-6:30 ............ 19.2 3. Late Show WOAU-TV Mon. 11:15-12:45 a.m. 19.4 
5. Big Hit Movie uxt Tue. 10:30-123 mid. .. 1.1 5. Movie 7 WOKT Tue. 5-6:30 ..........-. 18.5 4. World’s Best Movies wFiL-Tv Sat. 2-4 ....19.0 
5. Early Show woau-Tv Tue. 5:30-7 ...... 17.5 









TOP NETWORK SHOWS TOP NETWORK TOP NETWORK SHOWS 




































1. Gunsmoke KNXT ...... 1. Perry Mason WTVJ ...... 1. The Rifleman WFIL-TV ...........+2.005 44.5 
2. Maverick KABO-TV ee et re 2. Gunsmoke WCAU-TV ..........-- — ~ 
3. Danny Thomas KNXT : 3. Wagon Train WCKT ......... S See Wee... pcetskaoeiese . 43.5 
4. Wagon Train KRCA ......eeceeeeencees 4. Lassie WTVJ 4. Perry Como WROCV-TV ... 0200604500 tan 
5. Have Gun, Will Travel KNXT 3 5. Loretta Young Presents WCKT 5. Loretta Young Presents WRCV-TV ..... ..40.0 
6. Tales of Wells Fargo KRCA ..........s00. " 6. Name That Tune WTVS ...........-22.-02! 6. Wyatt Earp WFIL-TV 39.1 
7. Father Knows Best KNXT .........22--008- ua 7. Garry Moore wtvs 7. The Real McCoys WFIL-TV 8.6 
8. The Real McCoys KABC-TV ..... Soak ..28. 8. Maverick WPOT-TV ... cc ccc cc cccccccces 34. 8. Wagon Train wWRCV-TV 1 
9. Red Skelton KNXT .......-.+-4+- 9. Have Gun, Will Trayel wrvs 3 9. 77 Sunset Strip WFIL-TV 6 
10. Alfred Hitchcock Presents KNXT 27.5 10. Red Skelton WTVT ......c.ccecccccees “a 10. Person To Person WCAU-TV 2 
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. . . - 
City-By-City Ratings January, 1959 
CHICAGO COLUMBUS DETROIT 
4-Station Market 3-Station Market 4-Station Market 
(one-week ratings) (one-week ratings) (one-week ratings) 
1. Sea Hunt (Ziy) wNeq Sun. 9:30 ........23.1 : . . D FILMS I. on Gan (Ziv) WIBK-TV Sat. 16:30 10.1 
2. Highway Patrol (Ziy) woen-tv Fri, 9:30 ..24.5 1. Sea Hunt (Ziy) WBNS-TV Mon. 7:30 ..... 35.2 S Same Voltas Deys (U.S. Borax) wws-rv 
Superman (Kellogg) wGN-tTv Tue. 6 .... 19.5 2. Woody Woodpecker (Kellogg) i Men. f .. eae 24.1 
Silent Service (CNP) wWNBQ-TV Tue. 9:30 ..19.4 WTVN-TV Tue. 6:30 ...... ates 3. Highway Patrol (Ziv) wsex-tv Set. 7 33.¢ 
5. Annie Oakley (CBS) wen-tv Fri. 6 3 3. San Francisco Beat (CBS) wrvNn-TVv Wed. 7 - tt Gan neg a “ oy oo 
17.2 6. Mike Hammer (MCA) wGN-tTv Thu. 9 ~ 4. Casey Jones (Screen Gems) wTvN-TV Tue. 7 4 Se Magte (ces) cp accel oe . 8.7 
7. Cisco Kid (Ziv) WGN-TV Mon. 6 .......... 2 5. Whirlybirds (CBS) wrvn Thu. 7 .... om - Pepe (UAA) CELw-sv M-S 6 18.2 
16.7 8. Three Stooges (Screen Gems) WGN-TV 6. U. 8. Marshal (NTA) wrvn-tv Fri, 16:30 .3 > ae Se aes Spee copemiaieaes 
16.1 DP CED ncnccacnsabanehokanweanwe 17.1 7. Death Valley Days (U. 8. Borax) : a iets Men tiny _ . 7 
9. San Francisco Beat (CBS) WGN-TV Wed. 9 ..16.9 WBNS-TV Sun. 9:30 ...... 23.8 8. Dr. Hudson's Secret Journal (MCA) : 
16.1 10. Sky King (Nabisco) wen-tTv Thu. 6 ...... 16.5 8. Huckleberry Hound (Kellogg) @ eth t g a “ ce W he 4: . 
15.4 11. Mackenzie’s Raiders (Ziv) wNBQ Wed. 9:30 15.9 WTVN-TV Thu. 6:30 ....... oeeeses . 22.9 10 Wild aa Frere pee as =. aS.8 
15.3 12. Huckleberry Hound (Kellogg) wGN-tTVv 9. State Trooper (MCA) wtvN-TV Fri. 7 ....21.9 ; Fri. 6:30 —— , 
144 Wak. UO <.nncccsteheccessasxces 10. Wild Bill Hickok (Kellogg) as Shatin af Rkics loan aoe each ie 
13.8 13. Bugs Bunny (UAA) WGN-TV M-F 6:30 : WIVN-TV Wed. 6:30 ........... 16.5 13. Sky King +e in 0 lig on apy ~ : 
13.6 14. Wild Bill Hickok (Kellogg) won-tv Wed. 6 14.9 11. Judge Roy Bean (Screencraft) a : a _S ; 
14. Target (Ziv) WGN-TV Wed. 9 ........0.2..14.9 Wee-nv Gee. BtBO wccccddssccdéa ree: so ea~wes Moma (ieiegs) Oxin-s 
13.3 11. Amos ’n’ Andy (CBS) wBNs-TV Tue. 8 ....16.1 ‘a ot 8 aa a bs ae 56.8 
TOP FEATURE FILMS 11. Sky King (Nabisco) wBns-Tv Fri, 6:30 ....16.1 : ee : 
12. Mike Hammer (MCA) WTVN-TV Tue. 106 15.9 ‘ iain om. 13 a. acti 13.8 
1. Best of CBS wBeBM-TV Sat. 10-12:30 a.m 42.6 13. Farmer Alfalfa (Bray) wrvN-Tv Wed. 6 15.6 15. Woody Woodpecker (Kellogg) CKLW-Tv 
.27.4 2. Prestige Performance WBBM-TV P Tus 6:30 ..... , 
20.7 Sun. 10:30-12 mid, ............08. . 23 TOP FEATURE FILMS 15. U.S. Marshal (NEA) wwa-ev Wed. 16:30 13 
19.8 Movie 5 wNBqQ Sun. 10-12 mid. ° os "7 > . 
19.3 1. Feature Playhouse WGN-TV Fri, 10-12:15 a.m. 1. Something Different wrvNn-tv TOF FEATURE FILMS 
17.3 ;. Festival of Stars WGN-TV Thu. 10-12:30 a.m. Sat. 10:30-12:15 a.m. : a 1. Curtain Time wxyz-Tv Mon. 6-7 16.3 
2. Best of Hollywood wrvn Sat. 7: 3.3 3. Curtain Time wxrz-tv Wed. 6-7 14.0 
TOP NETWORK SHOWS 3. Lex’s Lucky Theatre WLW-o Sat. 1-3 ...... 9.8 3. Curtain Time wxyz-tv Tue. 6-7 13.7 
4. Lex Mayer’s Theatre WrvN-TV Sun, 10-11:30. 8.8 i. Million Dollar Movie CKLW-Tv 
1. Gunsmoke WEBM-TV ...cccccccccccscccece -2 5. Showboat No. 1 WTVN-TV Sun. 1:30-3:30 .. 8.2 Sun. 3:30-5:30 .. 29 «paints ; 13.6 
2. Danny Thomas WBBM-TV ..........- oe tT 5. Bill Kennedy Showtime cKLW-Tv 
BL. Bem Gee WE cccvcksacucdus 3 — - . tin Sun. 1-3:30 ... . - ye - - 13.3 
4. The Rifleman WBKB ......... 4 TOP NETWORK SHOWS oda ™ — 
5. Loretta Young Presents wNBQ 8 1. Mek werner .... 48.5 TOP NETWORK SHOWS 
* tnd ne Seay TV seeeeeeeee 4 2. The Real McCoys WTvN-Tv .... 444 1. The Rifleman wxxz-tv . eevee eA 5 
8. Red Skelton WBEM-TV .........s.sscsc00034 Pag on Aap sha ee penne 
9. I've Got a Secret WBBM-TV .............34.0 > Se eres Meee OF, Son orennecronn ses 40.9 il tie Gaia oe 
50. Whal's Sty Sia? GAA 2. cn ‘’ DP IE a glow kn sacnnceccesnauske 40.6 4. Wyatt Earp — TV SGakég cece 38 1 
16. Desilu Playhouse WBBM-TV 32.8 6. Gunsmoke WBHS-TV ..... ’ reeseee e392 or cae eg eee See « dae ps ° 
- 2 ? a ae tal lig TC 7. 77 Sunset Strip wrvn-tTv te ae 6. Perry Como WWJ-TV .. - 33.2 
- 8. Wagon Train WLW-c .............. . 0038.2 7. Have Gun, Will Travel wseKk-Tv re 
PITTSBURGH 9. Sugarfoot WTVN-TV a eT ee 36.4 8. Desilu Playhouse WJBK-TV FO 
10. Red Skelton WBNS-TV . ME eae. ee 9. Maverick WXYZ-TV 
3-Station Market 10. Perry Mason WJBK-TV 
. . a ~ y M — 10. Wagon Train wWwis-Tv .. 
(one-week ratings) SAN FRANCISCO 10. Sugarfoot WXYZ-TV ..... 
TOP SYNDICATED FILMS 4-Station Market sil lailienine 
WASHINGTON 
7 1. State Trooper (MCA) KDKA-Tv Sat. 10:30 ..34.7 i ; 
aa 2. Silent Service (CNP) KDKA-TV Sat. 11 ....25.8 (one-week ratings) 4-Station Market 
33.8 3. Huckleberry Hound (Kellogg) TOP SYNDICATED FILMS (one-week ratings) 
99 weal Wm. TBO oc cudasvvetensvseced 23.8 
os 4. The Honeymooners (CBS) wc Sat. 7 .22.3 1. Sea Hunt (Ziv) KRoNn-tv Tue. 7 TOP SYNDICATED FILMS 
4 x . > ‘ U i av 2 ; — 
5 Championship Bowling (Schwimmer) re Highway Patrol (zy) ee Tue. 1. Highway Patrol (Ziv) wror-tTv Sat. 7 17.5 
20.5 WEAN Beh, 6. . nn c0scedkndins accoen dene 21.5 3. San Francisco Beat (CBS) KP1Ix Sat. 2. Gray Ghost (CBS) wro-tv Wed. 7 17.2 
19.8 6. Death Valley Days (U. 8. Borax) 4. Silent Service (CNP) KRON-TV Sat. 3. 26 ‘Men (ABC) ‘wual rv Sun. 6 se at ° 
mema-Ov Gis. TIO) cvcccevaccicccnceecd 4 5. Divorce Court (Guild) KRON-TV Sat. 6 . 19.1 “eigen one yg hoggime = . 
s > ar . a a : . - 4. Death Valley Days (U. 8. Borax) 
19.1 7. Superman (Kellogg) KDKA-TV Wed. 3 6. Championship Bowling (Schwimmer) wne-wy Mee ¢ 16.8 
se 18.4 8. Sea Hunt (Ziy) KDKA-TV Tue. 8 .... 0 may Dies Wa nko va. ikces ck he kces 17.8 5. Silent Mervies cM Se a ~ nr 
9. Roy Rogers (Empire) KDKA-TV Fri. 3.7 6. Popeye (UAA) KRON-TV M-F 5 .......... 17.8 en eee Seen eee ween 00eee 
“ - * ~ 6. Adventures of Jim Bowie (ABC) wrre Fri. 7 .15.2 
18.3 9. Rescue 8 (Screen Gems) WTAE Fri. 7 7 7. Rescue 8 (Screen Gems) KRON-TV Wed. 6:30 15.2 7. Science Fiction Theatre (Ziv) 
9. Flight (CNP) KDKA-TV Sat. 7 .......... 7 8. Seience In Action (ITC) KRON-TV Mon. 7 .15.0 gc: " . : . 
10. Popeye (UAA) wilco M-F 5. 8 9. Mackenzie’s Raiders (Ziv) KPIxX Sat. 10 ..14.8 hilencye 2 mm sts 3 ey 
a ee See rt aw te PS 2S SAS SSR os « . . = ° 8. Mike Hammer (MCA) wre-tv Tue. 10:30 ..14.8 
11. Annie Oakley (CBS) KpKa-tTv Thu 3 10. Mike Hammer (MCA) KRON-TV Tue. 10:30 .13.6 i 
ie i 2 7 . “a . ae Feed ea 9. Superman (Kellogg) wrc-Tv Mon. 6 : 14.0 
17.8 2. 26 Men (ABC) wo Thu. 7 .......... 0 11. State Trooper (MCA) KGO-TV Sun. 9:30 ..13.5 . . , . as . . - 
ide ” “ es a 10. Woody Woodpecker (Kellogg) wro-tTv Tue. 6 .13.9 
oe 13. Casey Jones (Screen Gems) 12. Science Fiction Theatre (Ziv) . @ Merk N woay Ve 3 
. KDKA-TV Mon. 6:30 ........ a Pee 16.7 a re Peery eee ge ceceastew al. e = Mechel v za) = wll Wee. 10:80 o 4 
16.6 13. U. S. Marshal (NTA) KRON-TV Thu. 7 ...12.8 —y — ania ane 7 Bap Thu. 7 “ ; 
16.3 TOP FEATURE FILMS 14. Big Story (Flamingo) KRON-TV Mon. 6:30 .12.6 13. Sea Hunt (Ziv) wMal-Tv Tue. 10 12.8 
1. Million Dollar Movie wTaB Sun. 9-10°45 ,.29.4 ~ 14. Gangbusters (RKO) wire Tue. 6 ....... 12.5 
2. Gateway Studio Presents KDKA-TV TOP FEATURE FILMS a _ 
Tim. I2BS-A20G GM sincsesi. cessteea. 20.1 ; . ‘ q TOP FEATURE FILMS 
sm, 35.1 Gateway Studio Presents KDKA-TV a one ae Cee, 0308-2 aoe 1. Movie 4 wre-Tv Sun. 10:30-12:30 14.7 
"| 94.8 mis “aaa a va 2. Big Movie KPIX Mon. 10-12:30 a.m. ......22.0 . te ~ wheat ee <n 10 “ty 9 13 - 
.m. 19.4 1. Premiere Performance “wre Sun. 13 i 19.9 S. See Se Ee Oe, FOOT «<5 ~ 4: ARS 3. Ex “te Sh = a P-TY T 9 3 6 80 minal 1 , 0 
+++ -19.0 5. Gateway Studio Presents meaner ao’ 6 Ee ee Seren we BP Oee® ona set Sawn 4. ing rt y : “= v "Tue. 1-8:30 ... 7 
10.5 ™ “ sents 4 5. Best of MGM KGo-Tv Sat. 10-12 mid. ....11.2 . Film of the Week wror-tv Tue. 7-8:30 ...10.7 
sha me. Bic8S-2O508 BR cs ccescccsseaese 18.5 5. Feature Festival wro-Tv Sat. 11-1 a.m. ... 9.3 
* 7 7 ~ 72 
$ TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
44.5 1. Gunsmoke KDKA-TV ....... 0 1. Father Knows Best KPIX ................38.7 1, Maverick WMAL-TV ......-eeeeeeseeees - 40.2 
43.2 2. Desilu Playhouse KDKA-TV .. 2 2. Maverick KGO-TV ........ se supenenee 38.1 1. Gunsmoke WTOP-TV ..... ‘ _ 40.2 
42.5 3. Danny Thomas KDKA-TV ............+0+: 4 BGR TEGO» cin son ove scdeesnsccess 34.3 2. Perry Como WRO-TV ..... oT 34.9 
40.5 3. Red Skelton KDKA-TV ..........0cceceees 4 4. The Rifleman KGO-TV ...............:; 34.0 3. Wagon Train WRC-TV ..... +. - 34.6 
40.0 4. Have Gun, Will Trayel KDKA-TV ......... 40.8 5. Have Gun, Will Travel KPIX .............31.7 4. The Rifleman WMAL-TV 
a 39.1 5. Father Knows Best KDKA-TV .......... 39.6 C. ee, ED Nae cavuen ttowsweeue 5. Restless Gun WRO-TV ........ 
. 38.6 6. I've Got a Secret KDKA-TV ............ ++ 039.1 7. Wagon Train KRON-TV ............. ‘<u D 6. The Real McCoys WMAL-TV 
; ae 38.1 7. Garry Moore KDKA-TV .......00-200+24+37.6 8. Alfred Hitchcock Presents KPIX .........30.3 7. Loretta Young Presents wRc-Tv 
nee 37.6 8. Perry Mason KDKA-TV ; 5 9. Sugarfoot KGO-TV .........00cccceeee ess 30.0 8. Wyatt Earp WMAL-TV = 
a 36.2 S. The Rifleman WEAR 22... cccccccccccc ce cBE9 10. Tales of Wells Fargo KRON-TV ..........29.2 9. Have Gun, Will Travel wror-Tv 
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UNIVERSAL SPRAY CAN 
CORP. 

(Lester Harrison, Inc., N. Y.) 
The aerosol-powered shoe polish, SPEED 
SHINE, which tested late last year in the 


New York market through another agency, 


has just completed some new films and 
will get tests under way in Washington, 
D. C., and probably Boston early in 


March. The New York test was reportedly 


inconclusive due to lack of distribution, 
but plans are on to improve the situation 
and return to the market. Jeff Herman is 
the timebuyer. 





NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


Tdi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 

Contact: 
FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


on the 4 hannes 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 


























Richard C. Art, newly appointed 
media director for the Chicago office 
of Western Advertising Agency, has 
served the firm since 1952 in various 
account executive and media contact 
positions. 


VAN CAMP SEA FOOD 

CO., INC. 

(EWRE&R, Los Angeles) 

This producer of CHICKEN OF THE 
SEA tuna currently has heavy schedules 
of daytime and night minutes and 20’s 
running in selected markets. The schedules 
will continue through the Lenten season. 
Media director Roger Johnson is the 
contact. 


WHITEHALL PHARMACAL 
CO., Div. American Home 
Products 

(Ted Bates & Co., Inc., N. Y.) 
Stepped-up activity in many of its current 
markets is under way for ANACIN as 
the product adds minutes to its schedules. 
The buying is reportedly part of a con- 


tinuing process. Jim Curran is the timebuyer. 


J. B. WILLIAMS CO. 

(Parkson Adv., Inc., N. Y.) 

Spot activity on this firm’s toiletries 
continues fairly light, although the agency 
reports it has test money for scattered 
























FLAMINGO  TELEFILM | SALES INC. Se Mamian A 





“hen Le ae 


LOIER 


POPULAR 
APPEAL— 


Over 52,000,000 men and 
women waiting to see CITIZEN 
SOLDIER. These millions, their 
families and friends will share in 
these dramatic moments. 
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placements. SKOL suntan lotion should 
see some scheduling this summer in Miami 
and southern markets, but business for 
KREML and AQUA VELVA on any major 
scale is doubtful. Ruth Bayer is the time- 
buyer. 
Agency Changes 

The Simmons Co. has moved its 
Hide-A-Bed and lines of upholstered 
sofas and chairs from Young & Rubi- 
to McCann-Erickson. Y&R 


will continue to handle 


cam, Inc., 
the firm’s 
Beautyrest and other mattress lines. 

Anderson & Cairns, Inc., was ap- 
pointed to the Produits Nina, Inc., 
division of the Mitchum Co., world- 
wide distributors of drugs and cosme- 
tics. The Nina name covers a French- 
originated cosmetics line. 

The Vick Chemical Co., after tak- 
ing its Double-Buffered Cold Tablets 
from Morse International, Inc., last 
month, appointed the agency to handle 
its Vicks Cough Syrup and Lavoris 
mouthwash products. 

Jaymar-Ruby, Inc., which began 
using some co-op spot last fall, has 
Ehrlich, Neuwirth & 


to Wesley Associates, Inc. 


moved from 
Sebo, Inc.. 

Doyle Dane Bernbach, Inc., having 
just lost the Gallo Wine account to the 
west-coast office of BBDO, gained the 
Cresta Blanca line which had been 
placed at Norman, Craig & Kummel 
two months ago. NC&K will continue 
to hold the Roma wine brands. Both 
Cresta Blanca and Roma are products 
of the CBA Corp., 
Schenley Industries. 

Colgate-Palmolive Co. and John W. 


Shaw Advertising, Chicago, are clos- 


a subsidiary of 


ing out their agreement on Colgate’s 
men’s-line advertising. A new agency 
for the line will be named before the 
May 7 termination date. 

Magnavox Co., formerly at Maxon, 
Inc., has switched its $1.5-million ac- 
count to McCann-Erickson, Inc. 


/#5 time to roll up your sleeve... 


£2. GIVE 
LOOD 







CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 














red 
ibi- 
&R 


ine., 
rrid- 
sme- 


nch- 


tak- 
blets 
last 
indle 


voris 


egan 
, has 
th & 
. Inc. 
aving 
to the 
d the 
been 
mmel 
itinue 
Both 
»ducts 
ry of 


hn W. 
e clos- 
Igate’s 
gency 
yre the 


axon, 


ion ac- 
Ce 


eve... 


DAY! 








The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient 
usable form. It is published quar- 
terly. Data appears in the following 
order: name of market, call letters, 
channel number, address of station, 
telephone number, rates for one hour, 
one minute and ID, whether or not 
station has videotape recorder, two 
principal station executives with their 
titles and the name of the station 
representative. 

All of this data is furnished by the 
station in answer to quarterly ques- 
tionnaires. Italics indicate stations not 
yet on the air. 

Abbreviations commonly used in 
this listing include: asst assistant, 
c commercial, chg charge, cls class, 
d director, g general, loc local, m 
manager, mng managing, nat na- 
tional, o owner, opertns operations, 
p president, pgm program, prom 
promotion, rgnl regional, res resident, 
serv service, sls sales, st station, vtr 
videotape recorder, zn zone. 


ALABAMA 

Birmingham, ie ve (13) Box 2553. 
Fairfax 3-6141. AA hr $800, m $250, ID 
$125. Charles F. Grisham Pp & gm: Albert 
J. Gillen vp & sls d; Harrington, Righter 
& Parsons re 

Birmingham, BRC-TV (6) Atop Red 
Mountain zn 9. Fairfax 2-4701. AA hr 
$850, m $250, ID $125. Robert T. Schlin- 
kert gm; Oliver V. Naylor g sls m; 
Katz rep. 

Decatur, hy ag A (23) 701 Bank St. 
Elmore 3-0361. A hr $150, m_ $35, I 
Frank Whisenant p & gm; Gene Harwell 
sls m; Jack Masla rep. 

Dothan, WTVY (9) Copeamoes. ™ 5-2810. 
A hr $250, m $40, ID $20. E. Busby 
exec vp & gm; Art uae loc sls m; 
O'Connell rep. 

Florence, WOWL-TV (15) 840 Cypress Mill 
Rd. Atwater 2-7711. AA hr m .$50, 
ID $25. Dick Biddle p; Bill Mapes nat 
sls m; Forjoe ae 

Huntsville WAFG-TV (31) Aug. 1959. 

Mobile, WALA-TV (10) 210 Government St. 
Hemiock 3-3754. AA hr $450, m $90, ID 
om B. Pape enae vp = Lom Jim 

ie, nat sls H-R r 

Mobile, WKRG-TV (5) 162 St. Louis. em- 
lock 2-5505. AA hr $500, m $120, ID "$52. 50. 

C. P. Persons Jr. vp, gm n& sls m; Avery- 

Knodel rep. 
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Totals 


Total commercial stations: 521 
Total markets: 323 
Total estimated b&w tv homes: 44,- 


+ 
Total estimated color sets: 435,000 











Montgomery, WCOV-TV (20) Box 2505. 
rian Lane. 5-3561. A hr $200, m $40, Ad 
$20. Hugh M. Smith gm; Morris South 
loc sls m; Youn - 

Montgomery, WSFA-TV (12) » = Delano 
Ave. zn 6. Amherst 5-1251. r $450, m 
$110, ID $55. Carter Handwiek. =: M. H. 
Yeoman nat sls m; Katz rep. 


William ey = m; Del Day and 
James Fletcher re 

Anchorage, KTVA ity McKinley Bid 
2 —— St. 5-4321. A hr $150, m 


oe Pp. 
ae KFAR-TV 3), a2 Second Ave. 
2125. A hr $150, m $30, ID $15. ope a 
Andon st m; Jack 2 ¥t, em; Del D: 


Fairbanks, KTVF gt Box 590. 3636. A hr 
$135, m $27, ID $13.50. Walt Welch: “ag 
John Griffin’ em; Alaska Radio-Tv re 

Juneau, KINY-TV (8 Ss. Franklin. 
6-1802. hr » m $12, ID $7.20. Jerry 

McKinley st m; Vern Metcalf loc sls m; 

Alaska Radio-Tv rep. 


ARIZONA 

Mesa, KVAR (See Phoenix). 

Phoenix, KOOL-TV (10) 511 W. Adams St. 
Alpine 3-3121. AA hr $550, m $100, ID 
$50. vtr. Tom Chauncey p & gm; Ken- 
_ Morton vp & st m; Hollingbery, 


rhesus, e-ey (5) 631 N. 1st Ave. Al- 
pin e 8-4511. A hr $450, m $100, ID $50. 
Somenl Stalnaker st m & film buyer; 


Katz rep. 

Phoenix, KTVK (3) 3435 N. 16th St. Am- 
hurst 65691. A hr $400, m $90, ID $50. 
Burton B. La Dow st & cm; Blair Tele- 
vision Assoc. rep. 

Phoenix-Mesa, KVAR (12) 1101 N. Central, 
Phoenix. Alpine 4-4161. AA hr $500, m 
$100, ID $50. Richard O. Lewis p & gm; 
Ray Smucker vp chg sls; Avery: Knodei 


rep. 

Tucson, co tae S,. 2175 N. 6th, Box 5147. 
Main 3-3633. hr $300, m $60, ID $30. 
Tolbert ag gm; Ben L. Slack cm; 
Headley-Reed rep 

Tucson, KOLD-TV (13) 115 W. Drachman 
St. Main 4-2511. AA hr $300, m $60, 1D 

E. S. Mittendorf vp & gm; Bernie 
Perlin g sls m: Hollingbery re 

Tucson, KVOA- TV (4) 209 W. Elm, Box 
5188. Main 3-2555. AA hr $300, m $75, ID 
$37.50. Fred L. Vance st m & cm; Gordon 
E. Hamilton opertns m; Branham rep. 

Yuma, KIVA (11) Bin 1671. State 6-8311. 
A hr $250, m $50, ID $25. Roger Van 
Duzer exec vp & gm; Pat Carrick sls m; 
Hollingbery rep. 


RKAN 
El Dorado, KTVE tuo) _— h Hebel. 
Box 791. UN 2-3488. AA hr m $70 
ID $35. Bill Bigley gm; W. C. Womack 

nat sls m; Weed rep. 


Fort Smith, KNAC-TV (5) 101 N. Fourth 
St. Sunset 3-3131. A hr $250, m $50, ID 
$25. Harry Huey, gm; Rex Hayes sls m; 
Venard, Rintoul '& McConnell rep. 

Little Reck, KARK-TV (4) 10th & Spri 
Sts. Franklin 6-2481. A hr $500, m sttis 
ID $55. Douglas J. Romine vp & st m; 
Lee Bryant cm; Petry rep. 

Little Reck, KATV (see Pine Bluff). 

Little Rock, KTHV (11) 720 Izard St. 
Franklin 4-3764. A hr $450, m $100, ID 
$50. B. G. Robertson gm; W. V. Hutt sis 
m; Branham rep. 

Pine Bluff, KATV (7) 100 Williams Rd. 
Jefferson 4-2051. A hr $450, m $100, ID 

). John H. Fugate gm; Thomas L 

Goodgame nat sls m; Avery-Knodel rep 

= KCMC-TV (see Texarkana, 
ex. 


CALIFORNIA 

Bakersfield, KBAK-TV (29) 29 Woody Rd 
Export 91761. AA hr $350, m $70, ID $35 
A. H. Constant vp & gm; Ed Tabor g 
sls m; Weed re 

Bakersfield, KE -TV (10) 1420 Truxtun 
Ave. Fairview 7-1441. AA hr $550, m $140, 
ID $62.50. Arthur M. Mortenson gm; 
Roland T. Kay sls m; Petry rep. 

Chico, KHSL-TV. (12) 180 E. 4th St. Fire- 
side 2-0141. AA hr $240, m $55, ID $25 

. F. Woodling st m; George Ross nat 
sls m; Avery-Knodel rep. 

Eureka, KIEM-TV (3) Box 1021, Hillside 
33-123. A hr $250, m $50, ID $25. W 
Edwin Smith m & sls m; Blair Television 
Assoc. re 

Eureka, KV 1Q (6) Box 84, Himebolat Hill 
Rd. Hillside 3-3061. A hr $200 $35, 
ID $18: Ted Dooley st m; Sam Horel loc 
sls m; Hollingbery re Pp. 

Fresno, KFRE-TV (12) 733 L St. Amherst 
8-6444. AA hr $650, m $150, ID $75. Ed J 
Frech exec vp & st m; John Barrett sls 
m; Blair-Tv rep. 

Fresno, KJEO-TV (47) Box 1708. Baldwin 
2-2411. AA hr $600, m $150, ID $75. Joe 
Cc. Drilling vp & oun: W. O. Edholm c 
sls m; H-R rep. 

Fresno, KMJ-TV vy a tttT N St. zn 21. 
Amherst 8-6666. hr $600, m $150, ID 
$75. John I. Steams st m; Wilson 
Lefler nat sls m & prom m; Katz rep. 

Hollywood, KCOP (13) 1000 N. Cahuenga 
Blvd. zn 38. Hollywood 2-7311. A hr 
$1,500, m $425, ID $150. vtr. Alvin G. 
Flanagan gm; Amos T. Baron sis m; 
Petry rep. 

Les Angeles, KABC-TV (7) ABC Television 
Center zn 27. Normandy 3-3311. AA hr 
$2,300. 20 sec $600, ID $300. vtr. Selig J 
Seligman vp & gm; Elton H. Rule g sis 
m; Katz rep. 

Los Angeles, KHJ-TV (9) 1313 N. Vine St. 
Hollywood zn 28. Hollywood 2-2133. A hr 
$1,750, m $400, ID $200. vtr. John T. 
Reynolds VF, & gm; Howard L. Wheeler 
g sis m; rep. 

Los Angeles, RNXT (2) 1313 N. Vine St. 
Olive 1-2345. A hr $3,750. AA m $800, AA 
ID $400. vtr. Clark B. George gm: Robert 
D. Wood g sls m. CBS-TV Spot Sales rep. 

Los Angeles, KRCA (4) Sunset & Vine 
Thornwall 57000. AA hr $3,800. vtr. 
Thomas C. McCray vp & gm; James Parks 
sls m; NBC S wr es rep 

Les Angeles. K (5) 5800 fevert_& Bivd 
zn 28. Hol aa 9-3181. A hr $1,500, m 
$300, 50. vtr. James Schulke vp in 
chg: Richard Jolliffe g sls m:; PGW_rep 

Los Angeles, KTTV (11) 5746 Sunset Biva. 
zn 28. Hollywood 2-7111. AA hr $2,000, 
m $600, ID $290. vtr. Richard A. Moore 
pé& -_ John R. Vrba vp chg sis; Blair- 


Tv 
Redding, KVIP-TV (7) 2770 Pioneer De 


Chestnut 1-1414. A hr $250, m , 
$22.50. George C. Fleharty p & gm; Ray 
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Grant sls m; Hollingbery rep 

7 KBET-T (10) 601 Seventh 

. apne rt 1-4041. A hr $850. m $200, ID 
sig hn H. Schacht vp & on: George 

ape g sls m; H-R rep. 

Sacramento, KCCC-TV (40) Mel Lucas gm; 
McGavren-Quinn rep. 

Sacramento, KCRA-TV (3) 310—10th St. 
zn a, Rs 4-7300. A hr $1,000, m 

D $125. vtr. Robert E. Kelly st m 
%, sls m; Jon S. Kelly loc sls m; 
Petry re. 

Salinas, KSBW-TV (8) Fy John St. Box 
1651. Harrison 2-6422. AA hr $425, m $90, 
ID $45. John C. ro Ry P & gm; Graham 
H. Moore sls d; H-R re 

San Diego, KFMB-TV (a) 1405 Fifth Ave. 
Belmont 2-2114. AA hr $900, m $230, ID 
100. George Whitney vp & ‘aint Bill Fox 
st m & g sis m; Ty (de) Box 

San RR. KFSD-TV (10) x 628. Con- 

3421. AA hr $850, $200, ID 
$00. vtr. William E. Goetee exec vp & 
gm; Jay Grill vp chg sls; Katz rep: 

San Diego-T XETV (6) 22D ark 
Blvd. zn 3. press 8-7191. AA 
$160. ID $80. Julian M. YF. vp & 
gm; Hank Guzik loc sis a; Weed rep 

San Francisco, KGO-TV 277 Golden 

Gate Ave. zn 2. Gaderhill. 3 6077. AA hr 

$1,700, m $550, ID $275. John H. Mitchell 

2s gm; David M. Sacks g sis m; Blair- 


rep. 
San Francisco, KPIX (5) 2655 Van Ness 
Ave. zn 9. Prospect 6-5100. AA hr $2,100, 
m $550, vtr. Louis S. Simon gm; 
Lapeenee Pp. Fraiberg sls m; Katz rep. 
San Francisco, KRON (4) 929 Mission 
St. zn 19. Garfield 1- 1100. AA hr $2,100, 
Ae $600, ID $300. vtr. Harold P. See 
Norman Louvau sls m; PGW rep 
een Francisco-Oakland KTVU (2) 1 Sack 
London Sq. Oakland zn 7. 
2000. AA hr m $300 


$1, 

vtr. William D. Pabst exec vp & = 
Ward D. Ingrim p & g sls m: H-R re 

San Jose, KNTV (11) Box 1188; 645 Park 
Ave. zn 10. Cypress 7-5577. A hr $250, 
m $60, ID $30. A. T. a p; Fran 
Conrad nat sls m: Wee 

San Luis Obispo KSBY- 1 (6) PMtn View & 
Hill Sts. Liberty 3-0920. A hr $220, m $44, 
ID $20. Art Hapgood st m: H-R rep. 

Santa Barbara, KEY-TV (3) 730 Miramonte 
Dr. Woodland 5-8533. AA hr $450, m $90, 


3 4 ll & gm; 
Robert C. Burris vp chg sls: Peadley- 
rep. 


eed Pp 
Steckton-S t OVR (13) 225 E. 
Miner Ave. Stockton Howard 6-6981. A 
hr $800, m $190, ID $88. vtr. C. Glover 
DeLaney "ona: Blair Television Assoc. 
rep. 





COLORADO 


Opa Ss s, rey tt) Box “. 
Py cr aa 250, m $65, 
ames D. eH, : = gm: Resert > 

Enis vp & nat sis m; Bolling rep. 

Colorado Springs KEDO-TY (13) 399 S 

8th. ee -1515. 
00. J. Gardner a m; Dell Nelson 
loc sls m; _—-- 

poe. Rf! (9) “108 “Bannock. zn 4. 

Amherst 6-3601 AA hr $750, m $235, ID 
$118. yp H-. Herold st m; Bob Brown, 
nat sls m: PGW r Sep. 

Denver, KLZ-TV ‘a 31 Speer Blvd. zn 3. 

ain 3-4271. A $800, m $235, ID 


hr 

117.50. vtr. Hugh B. Terry p & gm 
ack Tipton st m & sis d: Katz rep. 

Denver, KOA-TV “ —_ California = zn 

2. Main 3-6211. r $800, m $210 ID 


D. 

Denver. KTVR (2) 550 Lincoln. Keystone 
4-8281. A hr $500, m $100. ID $50. David 
Mendelsohn gm; Jim Brenan sis m; 
Blair-Tv rep. 

Grand Junction, KREX-TV (5) Hillcrest 
Manor. Chapel! 2-5000. AA hr $175, m $35, 
ID $17.50. Robbie Robinson m & nat sis 
d: Hal Holman rep. Rates include KREY- 
TV Montrose. 

Montrose, KREY-TV (10) Satellite of 
KREX-TV Grand Junction. 

Pueblo, KCSJ-TV (5) 2226 Television Lane. 
Lincoln 4-5782. AA hr $225, m $45, ID 

.50. James Guy Croll st m; Pearson 
rep. 


CONNECTICUT 


Dateeeest. WICC (43) Box 9140. Amherst 

8-11 $100, m $20, ID $10. Philip 

ry man > & gm; Manning Slater sls 
8 . 

Hariford HCT (18) Edward D. Taddei 
p & gm; Bruce Compton g sls m: Young 
rep. 

Hartford-New Britain WNBC (30) 1422 
New — Ave., W. Hartford. Adams 

1. A hr $600, AA m $140, AA ID $70. 
Peter B. Kenney 2 & gm: Robert J. 
Reardon tv sls d: NBC Spot Sales rep. 


Hartford, WTIC-TV (3) 26 Grove St. zn 15. 
Jackson 5-0801. AA hr $1,600, m $400, ID 
$200. vtr. Walter C. Johnson vp & gm; 


68 February 23, 1959, Television Age 





Irwin C. Cow wpe vp & g sls m: Harring- 
ton, Righter Parsons rep 

New Haven, WNHC-TV (8) Ti10 Chapel St. 
zn 8. Spruce 7-3611. AA hr. m 
ID $120. vtr. Howard W. ‘Maschmeier 
gm; John F. Cundiff sis m; Blair-Tv rep. 

Waterbury, WATR-TV (53) 440 Meadow 
St. Plaza 5-1121. A hr $200, m $45, ID 
$25. Sam R, Elman gm & cm; ‘McGavren- 
Quinn rep. 


DISTRICT OF COLUMBIA 
Washington, WMAL-TV (7) 4461 Connecti- 
cut Ave. NW zn 8 as g 7-1100. AA hr 
$1,750 m $350, Frederick S. 
a gm; Neal # Edwards sls m; 


Washingt ‘ton, WRC-TV (4) 4001 wiw 
Rw . zn 16. Emerson 2-4000. AA h 
$1350, m $4 . Carleton D. 
Smith vp & gm: William E. Coyle sis d; 
NBC Spot Sales re ., 

Washington, WTOP-TV (9) 40th & Brandy- 
wine Sts. NW. $ieo 16. Emerson 2-9300. AA 
hr $1,800, m D . George F. 
Hartford vp a gm Robert “wl J. Bordley 
sls m; CBS-TV Spot Sales re 
Washington, WTTG (5) c/o Raleigh Hotel, 
12th Pennsylvania Ave. NW. Sterling 
3-5300. A hr $1,300, m $120, ID $40. vtr. 
Jonn E. McArdle gm; Weed rep. 


FLORIDA 

Daytona Beach, —_— TV (2) Box 1712. 
Clinton 3-6591. AA hr $400, m $90, ID $40. 
Walter Strouse st m; Jack Newsom sls 
m; Avery-Knodel rep. 
Fort Myers, WINK-TV (11) Box 1072, 2824 
Palm Beach Blvd. — 4-1331. AA hr 
$180, m $30, ID $15. A. J. Bauer gm & sis 
m; Walker-Rawalt a 

Jacksonville, WFGA-TV (12) 1070 E. Adams 
St. zn 2. Elgin 6-3381. AA hr $600, m $150, 
ID $75. Jesse H. Cripe vp & gm; Ralph 
W. Nimmons g sls m; PGW _ rep. 

Jacksonville, WJXT (4) 605 S. Main St. zn 
7. Exbrook 8-0501. AA hr $850, m $200, 
ID $90. Glenn Marshall Jr. p; David H. 
Booher g sls m; CBS-TV Spot Sales rep. 

Miami, WCKT (7) 1401 Nort vee Cause- 
way, zn 38 M. Plaza 1-6692. AA hr $950, 
m $237, ID $119. Niles Trammell p & gm 
Robert L. Fidlar sls d; NBC Spot Sales 


rep. 

Miami, WPST ae 4 ag Biscayne Blvd. 
Franklin 1-6501. r $825, m $210, ID 
$105. Walter ha gm; Bob Hanna 
nat cm; Petry rep. 

Miami, WTVJ (4) 316 N. Miami Ave. 
Franklin 4-6262. AA hr $1,100, 20 sec $280. 
ID $140. Lee Ruwitch exec vp & gm; Bill 
Brazzil vp chg sls; PGW r vi 

Orlando, WDBO-TV (6) 30 S. Ivanhoe Blvd. 
Cherry 1-1491. AA hr $450. , ID $45. 
vtr. Harold P. Danforth’ Sr. gm; Blair 
Television Assoc. rep 

Orlando, rar s* ts) 639 W. Central. 
Garden 4-8537. A hr $400, m $80, ID 
Donn Colee vp & gm; Mrs. Lee Hall sls 
m; Young rep. 

Palm Beach, WPTV (5) 5 Cocoanut Row. 
Temple 3-2471. AA hr $275, m $60, $30. 
Chester E. Pike Jr. st m; Robert Ray 
loc & regn! sis m; Blair Television "haat 


rep. 
Panama City, WJDM-TV (7) Box 428, Hwy. 
98. Adams 4-2251. AA hr $175, m $35, ID 
$17.50. vtr. Hugh Barclay gm; Milt de 
Reyna Jr. vp & nat sls m; Hollingbery 


rep. 

Pensacola, WEAR-TV (3) Box 431. Hwy. 90 
W. of Pensacola. Glendale 5-7311. AA hr 
$350, m $70, ID $35. vtr. Mel Wheeler 
& gm; Milt de Reyna Jr. asst gm; Hol- 
lingbery rep. 

St. Petersburg, Pa - -TV (38) Municipal 
Pier. 5-4121. hr $400, m_ $80. ID $40. 
Fred P. a gm: Earl Welde sis m; 
Vernard, Rintoul & ‘McConnell rep. 

Tallahassee-Thomasville, Ga. WCTV (6) 
2225 N. Monroe St. Tallahassee 3-3666. 
AA hr $400, m $125, ID $62.50. L. Her- 
schel Graves mng d; Joe Hosford st m; 
Blair Television Assoc. pep. 

V (8) 905 E. Jackson St., 

Box 1410, zn 1. 2-0131. AA hr $950. AA m 

$210. AA ID $105. vtr. George W. Harvey 
& William B. Faber sls m: Blair- 


John M. Haberlan asst m & cm; a: 


rep. 

West Palm Beach, WEAT-TV (12) Box 70. 
Temple 3-9668. A hr $300, m $60, ID $30. 
Bertram Lebhar Jr. exec vp & gm; Goff 
Lebhar g sls m; Weed rep. 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. Hem- 

lock 5-8386. A hr $250, m $50. ID $25. 

Raymond E. Carow gm; Venard, Rintoul 
McConnell rep. 

Atlanta, WAGA-TV (5) 1018 W. Peachtree 

*. Trinity a AA hr $1,100, m $275, 

D $138. vtr. 

a William Fiyme nat sls m;: 


Robert Kerns vp & mng 
atz rep. 





Atlanta, WLW-A (11) 1611 W. Peachtree 
St. NE mm: Y" ota ee, 2-1141. AA hr $1,000, 
m $225, 115. Harry LeBrun vp & g 
James H gt sls m;: Crosley, Trees 
Moore, Bomar Lowrance reps. 

Atlanta, WSB-TV (2) 1601 bel Peachtree 
St. NE zn 9. Trinity 5-7221. A hr $1,100, 
m $275, ID $137.50. Marcus Bartlett gm: 
Don E. Heald sls m; Petry =. 

a Py (6) Television Park. 
2-6664. hr $350, m $75, ID $37.50. J. B. 

? .- gm; George R. Oliviere sis 
m:; Hollingbery rep. 

Augusta, WRDW-TV (12) 1301 Geor 4 

Ave. N. Augusta. Taylor oS. AA 
._m $75. ID $37.50 J. W Hicks em: 
Lou Stratton sis m: Branham 

Columbus, WTVM (28) Box 1640. i307 1st 
Ave. Fairfax 2-8828. AA hr $300. m $60. 
ID $30. Guy Tiller gm & nat - A d: 
Young rep. 

Columbus, WRBL-TV (4) 1350—13th Ave. 
$5. W 2-0602. AA hr ~— m Si. ID 


Woodruff Jr. 
“Red” Jenkins nat sis y © Foiuseeeee 


rep. 
Macon, WMAZ-TV (13) Bankers ingertnee 
Bldg. 2-7373. A hr $360, m $72, 
Wilton E. Cobb gm; Frank Crowther cm: 
Avery-Knodel rep. 
WSAV-TV (3) Liberty Nat. 


Savannah, 
Bank Bldg. Adams 6-0303. AA hr $300, m 
$60, ID Harben Daniel 


& : 
Mack ne cm; Blair Melevision 
Assoc. 

Savannah, », WEOC- +44 (11) 516 Abercorn St. 
Adams 2-0127. hr $300, m $60, ID $30. 
William T. knight Jr. p & gm; Ben B. 
Williams exec vp: Avery-Knodel rep. 

Thomasville, WCTV (See Tallahassee, Fla.) 


IDAHO 
Boise, peer ty (2) 1007 ee Jefferson St. 
2-1422. hr $60, ID 
Westerman he hillock P & gm; Earl Glade 


Jr. & PGW 

Boise, KTVB. (7) 709 Idaho St. 2-4611. A 
hr $250, AA m $60, D $25. Georgia M. 
Davidson p & gm; George Ganz sls m; 
Blair Television Assoc 

Idaho Falls, —_ TV (3) "Io%5 E. 17th St. 
Jackson a . AA hr $250, m $70, ID 
$30. C. . “‘Rosy’’ Layne gm; Claude 
Cain st Rg Gill-Perna rep. 

Lewiston, KLEW-TV (3) Satellite of 
— TV Yakima, Wash. Ben Shropshire 


Nampa, KC KCIX-TV (6) Boise. 6-6616 Nampa. 
200, AA m $40, ID $20. Roger Hag- 
adone gm & sls m; McGavren-Quinn rep. 
Pocatello KTLE (6) April 1, 1959. 
Twin Falls, KLIX-TV (11) Box ae 


$17.50. Cecil L. Heftel vp & gm; Joe 
Gibney st m; Gill-Perna rep. 


ILLINOIS 

Champaign, WCIA (3) 509 S. Neil St. Fleet- 
wood cae. AA hr $1,000, ID $107.50, CB 
=. C. Meyer p; Guy Main vp & sls 

d; Hollingbers rep. 
Catrage, WBBM-TV (2) 630 Maus St. 
1. Whitehall 4-6000. AA 500, 
AAA m or sb $900, ID $450. vtr. 7 Leslie 
Atlass vp & Ft George J. Arkedis sis 
m; CBS-TV Spot Sales Fee. 

Chicago, WBKB (7) 190 N. State St. zn 1. 
Andover 3-0800. A hr $3,000, m $750, ID 
$375. vtr. Sterling C. Quinlan -: Mathew 
E. Vieracker gm; Blair-Tv rep. 

Chicago, WGN-TV (9) 441 N. Michigan 
Ave. zn 11. Michigan 2-7600. A hr $2,100, 
m $500, ID $250. vtr. Ward L. Quaal vp 
& gm; Bradley Eidmann sis m; Petry 


rep. 

Chicago, WNBQ (5) Merchandise Mart 
Plaza zn 54. Superior ‘ex AA hr 
$4,000, AAA m $900, AAA D $425. vtr. 
Lloyd E, Yoder = & Witham Deck- 
er sls d. NBC Spot Sa 

a WDAN-TV (24) 1500 N. San oehing: 
ton Ave. 1700. r $150, m 
Max Shaffer st 7. ae D. Eckert sls d; 
Everett-McKinney rep. 

Decatur, WTVP (17) “1 a, Southeee 
Dr. 8-4304. A hr $350, m $ ID $35. 

K. West st. es Gill- Cty rep. 

Horrisberk, WSIL-TV (3) The Television 

Bldg. 214% W. Poplar St. 373. A hr $150, 
m 1D $15. O. L. tS st m; 
Walker re rep. 

La Salle, WEEQ-TV (35) Commercial Nat. 
Bank Bldg., Peoria. 9-3961 Peoria. Fred 
C. Mueller vp & gm; Headley-Reed re. 

Peoria, ae vig (43) 2907 “Springtteld 
Rd. 9-3961. AA hr $600, m $120, ID 
Fred M. Muctien” vp & gm; John senile 
sls m; Headley-Reed rep 

Peoria, WMBD-TV (31) 2 aw Jefferson 
Ave. 6-0711. AA hr $500, m $100, ID $50. 
never O. Runnerstrom Wy eb tv d; Sam- 
uel F. Jackson sis d: P 

Peoria. a (19) 621 Main Re. 9-7211. 

m_ $100, ID $50. Harold V. 

Phillips gm; David J. Schlink sis m; 
Petry = 

Quincy, QA-TV (see Hannibal, Mo.) 

Quincey, WGEM-TV (10) Hotel Quincy. 
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Baldwin 2-6840. A hr , m $80, ID $40. 
Joe Bonansinga gm; J. Ben Stewart cnt; 
Young rep. P 

kford, WREX-TV (13) W. Auburn 

*Winneba o Rds. 8-1813. AA hr $450, 
$45. Joe M. Baisch gm; Al 

jilardello sls m; H-R rep. 

Rockford, WTVO (30) D N. Meridian Rd. 
3-5413. A hr $300, m_$60, $30. Harold 
Froelich ga; Gene Denari sls m; Head- 


y-Reed re 

Isl a.  WHBF-TV (4) 231—18 =. 
Ree slan Ae A 
D $110. Leslie C. Jo 


Telco Bidg. 6-5441. 
$225, 
gm; Pe Corken asst gm 
Avery-Knodel 2 
Springfield, WMA Y-rv 3 ) spring 1959. 
Springfield, WICS ig A 23 . “. itol Ave. 
8-0465. AA hr $400, Milton 
D. Friedland gm; Cia R. King cm; 
Young rep. 


son vp 
& sis d; 


INDIANA 


Anderson, WCBC-TV ob} box, 386 1959. 

Evansville, WEHT ( 40 Edwin 
4-9215. AA hr $400, m $80, Edw 
G. Richter Jr. p = em a rd D 
Duncan sis m; Yow 

Evansville, WFIE-TV "Gay Fis hie Aub 
Rd. zn 12. Harrison A hr 
m $70, ID $35. E. Berry Smith * vp & gm: 
Lee Browning g sis m; Raymer rep. 

Evansville, WiVW (7) 405 Carpenter St. 
Harrison 2-1121. AA hr $350, m $70, 1D 
$35. Dick Shively m; Al McKelfresh sls 
m; Hollingbery rep. 

Fort Wayne, WANE-TV (15) 2915 W. State 
Blvd. Anthony 9411. AA hr $500, m 
ID $55. Reid G. Chapman vp & gm; ohn 
J. Keenan sls m; Petry rep. 

Fort Wayne, WKJG-TV =: = West 
State Blvd. Anthony 2295. AA hr $500, m 
$100, ID $50. Edward G. "Aa vp - 
gm; Carleton B. Evans sis m; H-R re 

Fert Wayne, WPTA-TV (21) 3333 ‘Butler 
Rd. Anthony 7125. AA hr $400, 

ID $40. Ronald R. Ross gm; Richard D: 
Morgan sis & prom d; Youn} rep. 

Indianapolis, WFBM-TV (6) — ~ Merid- 
ian St. zn 2. Melrose 4-8521. hr $1,300, 
m $300, ID $150. Eldon Gampbell vp & 

m; Don Menke cm; Katz rep. 

In ianapolis, WISH-TV (8) 1440 Merid- 
ian St. zn 2. Melrose 4-6411. AA hr $1,300, 
m $300, ID $150. vtr. Robert B. McCon- 
nell vp & gm; Joseph Lake cm; Bolling 


rep. 

Indianapolis, WLW-I (13) 1401 N. Meridian 
St. zn 2. Melrose 9-2311. AA hr $1,100, 
m $200, ID $100. John B. Babcock gm; 
Bob Lamb sls m; Crosley, Tracy Moore, 
Bomar Lowrance reps. 

Indianapolis-Bloomington WTTV (4) _ 
Bluff Rd., Indianapolis. State 7-2211. 
hr $700, m $100. Herb Nelson gm; not 
Willis g sls m; Meeker _ 

Lafayette WFAM-TV (59) cCarty Lane. 
2-7306. AA hr $150, m $25. ID $12.50. 
Henry Rosenthal vp & gm; Dick Pitten- 
ger cm; Rambeau rep 

Muncie, WLBC-TV hy PRadio Center, Box 
271. Atlas 8-4403. r $225, m $50. W. F. 
Craig vp; Hal wkd rep. 

South Bend, WNDU-TV (16) Box 989. Cen- 
tral 3-7111. AA hr $500, m $100, ID $50. 
Bernard C. Barth vp gm; William 
Thos. Hamilton sls m; Petry rep. 

7 Bend, WSBT-TV (22) Broadcast Cen- 

/. Jefferson Blvd. Central 3- 
3141. AA hr $500, m $1 oe Ly B. Welch 
gm; Will Darch cm; rep. 

South Bend-Elkhart waa TV (28) Box 
28, South Bend. South Bend Central 
a... Elkhart 2-1518. AA hr $400, m 
$80, ID $40. Paul a Brines M4 & gm; 
Foe Doyle nat sls m; H-R re 

Terre Haute, WTHI-TV (10) 918 Ohio St. 
Crawford 9481. AA hr $600, m $120. 

Higgins m; 

Foulkes nat sls m i 


George A. 
m; Bolling rep. 


IOWA 


Ames, WOI-TV (5) Iowa State College 
Cedar 2-3400, ex 831. A hr. $650, m $140, 
ID $70. Robert a Naame gm; Ted 
Tostlebe cm; H-R r 

Cedar Rapids. KCRG-TV (9) 1st Ave. at 
lst St. SW. Empire 4-4194. AA hr $500, 
m $100, ID $50. Redd Gardner gm; Eu- 
gene E. McClure cm; Weed rep. 

Cedar Rapids, WMT-TV (2) Paramount 
Theater Bldg. Empire 4-0171. AA hr $625, 
m $125, ID $62. William B. Quarton 
aes vp; Lew Van ‘Nostrand vp sis; Katz 


rep. 

Becenpert, we TV (6) 805 Brady 3- 
3661. AA hr $900, 20 sec $225, ID Shi10. 
Ernest C. y*--3 res m; Pax Shaffer 
sls m; PGW rep. 

Des Moines, KRNT-TV (8) KRNT Center, 
9th & Pleasant at Cherry 3-4141. A hr 
$700, m_$160, ID $80. Robert Dilion vp 
& gm; Paul Eliiots sls m; Katz re 

Des Moines, WHO-TV (13) 1100 alnut 
St. zn 7. Atlantic 8-6511. AA hr $750, m 
$150, ID $75. Paul A. Loyet v » & res m; 
Robert H. Harter sls m: PG rep. 


Ft. Dodge, KQTV (21) 912—lst Ave. S. 
4-0351. A hr $150, m $40, ID $25. Edward 
Breen p >. gm; Rollie Camp sis m; Pear- 
son rep. 

Mason City, KGLO-TV 
vania. Garden 3-2540. 
D $40. Herbert R. Onrt exec = & gm: 
Walter J. Rothschild nat sls 


rep. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sieux City, KTIV (4) 10 — & Grandview. 
8-0545. AA hr $400, $90, ID $45. 
ey verte 2. A gm: = Flaherty 

sls 

Sioux City, KVTV oe Tah e ‘ "Tenchi. zn 1. 
2-2711. AA hr $425, m $100, ID $50. Don- 
ald D. Sullivan vP & gm; Robert B. 

Donovan cm; 


Kat: 
Waterloo KWWLTV ch Insurance ee. 
E 4th & Franklin. Adams 4-4404. r 


(3) 2nd &Pennsyl- 
A hr $400, m $80, 


$625, m $62.50. Ralph J. Mc- 
— e+ James S. Dugan nat sis m; 
Avery-Knodel rep. 
KANSAS 


Ensign, KTVC (6) wt Toy: St. 
City. Hunter 3-6666. AA hr $130, m $28 
iD 14.30. Wendell Elliott vp. & sis 

; Katz ag in conjunction wit KAKE- 
TV Wichita 

Garden City. KGLD-TV (11) Satellite of 
KCKT Great Bend. 

Geodland, KBLR-TV 9) James E. Blair. 

Great Bend, KCKT (2) Box 182, Gladstone 

. AA $60, ID $30. E. L. 


$38.60, 


Kuhiman m & sls m; Bollin rep. 
—, KAYS-TV (7) 2300 Hall. Market 4- 
hr $150, m $33, ID $12.25. Robert 


E. Schmidt gm; mn Lowrey sis m; 
Katz rep. 
Hutchinson-Wichita KTVH (12) 1800 N. 
Plum, Hutchinson. Mohawk 5-5503. AA 


hr $575, m $135, ID a Howard O. 
Peterson gm; Eugene F. Gray g sis m;: 
Blair Television Assoc. rej 
/——% Joplin, pe. KOAM-TV (7) Pitts- 
Taso A hr $360, m $80, $40. 
Re . Wade gm & sls m: Katz rep. 
Topeka WIBW_TV | (13) Box 119, Broad- 
cast Hill. Central 3-2377. AA hr $550, m 
$110, ID $55. Thad M. Sandstrom gm; 


Ray’ Senate nat sls coordinator; Avery- 
rep 

Wichita, KAKE-TV (10) Box 1010. White- 
hall 3-4221. A hr $600, m $135, ID $68. 


Martin Umansky vp & gm; Donivan D. 
Waldron nat sls m; Katz r ae 
Wichita, ~~. 544 (3) 833 N. Main. Am- 
herst 5- hr $650, m 150" ID $75. 
William J. Yh. exec vp & gm; Don 

Sbarra vp & sis d; Petry rep. 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKYT (27) Box 655, 1087 New 
Circle Rd. 2-2533. A hr $175, m $35, ID 
$21. Robert C. Wiegand gm; Ray Balsom 
loc sls m; Young rep. 

Lexington, WLEX- % (18) 134 N. 
stone St. 4-8747. A hr $218.50, m 
ID $21.85. Earl L. Boyles exec vp & gm: 
Jim Pennock sls m; Bolling Fp. 

a WAVE-TYV (3) 334 E. Broadway 

. Juniper 5-2201. AA hr $1,100, m 
$250, ID $115. Nathan Lord vp & gm; 
— Jackson cm; NBC-TV Spot Sales 


Laan, WHAS-TV (11) 525 W. Broad- 
way. Juniper 5-2211. A hr $1,000, m $200, 
ID $100. vtr. Victor A. Sholis vp & d; 
Albert J. Gillen sls d; Harrington, 
Righter & Parsons rep. 

Paducah, WPSD-TV (6) 100 Television 
Lane, os 1037. 2-8214. AA hr $400, m 

ID . Sam Livingston gm; Charles 
Neel sls oe Pearson rep. 


LOUISIANA 
Alexandria, KALB-TV (5) 605-11 Washing- 
ton St. 5-2456. AA hr $250, m $50, ID $25. 
Willard L. Cobb gm & ~~ a9 m; J. R. 

Sexton loc sls m; Weed 
Baton Rouge, WAFB-TV (28) 929 Govern- 
ment St. Dickens 4-8571. AA hr $250, m 
$50, ID $25. Tom E. Gibbens” p & gm; 
eevee Rhys cm; Blair Television Assoc. 


rep. 

Baton Rouge, WBRZ (2) 1650 Highland 
Rd. Dickens 8-1491. AA hr $475, m ny 
ID $55. Douglas L. Manship p & 
— L. Mayeux g sis m; Hollingbery 


rep. 

Lafayette, KLFY- ry (10) 1301 ork, Ave. 

Center 5-9494. AA hr $250, m $50, ID $25. 

Dierrell Hamm m; Guy Corley 4 m; 
Richard O'Connell rep. 

(7) 320 Deven 

$50, 


Lime- 
56, 


Lake Charles, KPLC-TV 
St. Hemlock 6-3631. A hr $250 

ID $25. Te: Mills Jr. gm; Art Reuben 
sls m; Weed 

Lake Charles, KT. G-TV (25) 645—15th St., 
Box 173, Hemlock 9-9413. A hr $150, m 
$25, ID $12.50. Raymond Dorsey gm: 
Harper Clark m; Pearson rep. 

Monroe, KTVE (see El Dorado, Ark.) 

Monroe, KNOE-TV (8) Oliver Rd., Box 

hr $400, m $80, 

H. Goldman exec vp & gm: 


1472. Fairfax 2-8155. AA 
ID $40. Paul 
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Pacemaker of progress is the Tita- 
nium Metals Corporation of America. 


Its Toronto, Ohio, plant—in the 
WTRF-TV area—is the world’s first 
plant designed and instrumented 
specifically for rolling and forging 
Titanium mill shapes such as alloy 
sheets, plates and billets. The hun- 
dreds of highly skilled employees of 
TMCA at Toronto are more reasons 
why the WTRF-TV market is a 
super market for alert advertisers 

. a market of 425,196 TV homes, 
where 2 million people have a spend- 
able income of $2% billion annually. 


For complete merchandising service and 


availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 


wirf:- tw 
<<ew j 


316,000 watts N BC network color 
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Jack Ansell Jr. vp sis; H-R re oe. 

New Orleans, WDSU-TV (6) 520 al St. 
Tulane 4376. AA hr $1,100, m Ss) 
$125. Robert D. Swezey exec vp & gm; 
A Louis Read VR & cm; Bilair-Tv rep. 

New Orleans Ve 4 (20) June Hotel. 
Express 3131. AA hr $600, $60, I 
$40. George A. oo vp & mng d; 
Mort Silverman gm; Weed rep. 

New Orleans, WWL-TV (4) 1024 N. Ram- 
Bt Sb St. se 4444. AA hr $900, m 


W. Howard Summer- 
= }-¥ Larry Carino g sis m; 


Katz 
Ghrovepert. KSLA-TV ®. 
Youree Hotel. pe 92. 
AA m $125, ID 36250" Ben Beckham 
gm; Deane rR Flett sls m; HRP rep. 
Shreveport KTBS-TV (3) 312 E. King’s 
7-3644. A hr $500, m $125, ID $62.50. 
ex Cf White s st m; Joe B. Foster sls m; 
Petry rep. 


Ne wy on- 
A hr ‘ 


MAINE 
Bangor, WABI-TV (5) 57 State St. 6446. 
hr $375, m $75, ID $0. Walter L. 
Dickson gm; ~—y Cc. McCausland sls 


m; Hollingbery re 
Bangor, WLBZ-TV }) a Main St. 2-4822. 
AA hr $325, m D $32.50. Rudolph 
Marcoux gm & . sls Venard, Rintoul 
& McConnell re 
Portland, WCSH-TV © 157 High St zn. 3. 
FS eed 2-0181. AA hr $500, m $100, 
Jack S. ~~~ = st m; Bruce McGor- 
rill nat sls m; ee. 
Portland WGAN-TV \ (13) Congress St. 
= 3. Spruce 2-4661. AA hr $500, m $100, 
D $50. Samuel G. Henderson Jr. st m; 
Rickard La Bates nat sls m; Avery- 
Knodel re 
Portland, Wicrw- vy A 477 Congress *. 
Spruce’ 3-5665. m_ $100, 
$50. John W. Guider ” & e gm: “yoy od 


Maynard asst gm. & sls HRP r 
Pre we Isle, jal “gl (3) 489 Main. St. 
9-2 AA hr 5, ID 50. 
Stanley A. Lyons acting m; William P. 
Mullen nat oe m; Hollingbery rep. 


MARYLAND 


Bepimere, WBAL-TV (11) ev #. Charles 
St. zn Hopkins 7-3000. r $1,500, 
mr $350" SD $175. Brent O. ~~ st m; 
Willis K. Freiert asst st m & sls m: 


Petry rep. 
Baltimore, WJZ-TV vt erin Hill zn 
11. Mohawk 4-7600. r $1,540, m $350, 


ID $175. vtr. 1 saga Mercia gm; Joseph 
P. Dougherty sls m; Blair-Tv rep. 

Baltimore, WMAR-TV (2) Baltimore & 
Charles St zn 3. Suiberry 5-5670. AA hr 
$1,500, m $350, ye —— E. K. Jett, vp & 
tv d; Ernest A sls m; Katz rep. 

Salisbury, WHOC.TV ( (16) Radio-Tv Park. 
Pioneer 9-6131. A hr $200, m $37.50, 
$20. Charles J. Truitt, vp, gm & nat sls 
m; Wendell H. Henry loc sls m; Head- 
ley-Reed rep. 


MASSACHUSETTS 
Adams, WCDC (19) Len Lavendol res m. 
Satellite of W-TEN Albany, N. Y. 
oe A ae (4) 1170 Soldiers Field 
Rd 34. Igonquin 45670. AA hr 
2. ID $295. vtr. F. = 
gms J Allen sls m; PGW re 
Boston HDH-TV (5) 6 he "James Ave 
zn 16. Hancock 6-5500. A hr $3,000, 
$600, ID $300. vtr. William B. McGrath 
vp & mng da; Alexander M. Tanger vp & 
a 


sls d, Blair-Tv rep. 
Boston, WNAC-TV (7) i Brockiine fon. 
Commonwealth : $2, 
D_ $170. ae, "Knight D: 


$380, 
Thomas H. Bateson vp sis; H-R rep. 
Boston WMUR-TV (see Manchester, 


Springfield-Holyoke, WHYN-TV (40) 1300 
Sido, 1b $80 Republic 41126, AA hr $600, m 
vtr. Charles N. DeRose vp & 
a eand sls m; Branham rep. 

Springfield, WWLP (22) Box 2210. State 
5-5311. hr $700, te 70, ~ $70. Wil- 
liam — yA & i James H. 
Ferguson Jr. ais” ms llingbe rep. 
Worcester, WWOR (14) Box 2210, 
field zn 1. wos 9-4800. A hr $300, m $60, 
ID $30. cis J. Doherty st m; Robert 

Hedin p: hy =: Hollingbery rep. 


MICHIGAN 
WNEM-TV (5) Flint — 
yo Ge ity ar & 
ames Ger y, r 
~¥ 5 Gohring is sis; F etr: 4 im; 
—, bah at (a N. Mitchell St. 
+ 


m_ $80, ID 
$40. Gene yp ony gm; Daryl § Sebastian 
asst gm; Hollingbery rep. 

Chebo WBDG-TV_ (4) 
WPBRLTV Traverse City. 
Bn tok - a a 


Bay rt. Fine. © 


Affiliate of 


Detroit, ge Guardian 
Bld hr 


26. . 
$1, — $280, “es S10" zo E. Campeau 
& gm; Norman Hawkins nat sls m; 
oung rep 
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es WJBK-TV (2) 7441 Second Blvd 
2.’ Trinity 3-7400. AA hr m 
$750, ID $35. vtr. Bill Michaels vp & 
mng d; Keith T. McKenney sis m; Katz 


rep. 

Detroit, WWJ-TV (4) 622 W. comm ette 
zn 31. Woodward 2-2000. AA . 700, 
m $660, ID $330. Edwin x Wneeier gm; 
Ray W. Colie nat sls m =. 

Detroit, WXYZ-TV (7) Tti00 i iutu sa ane 
zn 26. Wigetaere AA 

hn F. iver b “ie 


= $550, D $220. Jo! 
Ral pane sls d; Blair-Tv rep. 

Flini WJIRT Lapeer Rd zn 3. 

Cedar 9-661. AA hr $700, m $140, ID 
Donovan Faust st m; James 
> White a m; HRP re 

Grand Rapids, WOOD- Ty Pig) 120 College 
Ave SE zn 3. Guentele 9-4125. AA hr 
1,175, m $270, ID $135. Willard 

chroeder p & gm; Jack Markward sis 
m; Katz _ 

Kalamazoo, KZO-TV (3) 590 W. Maple. 
Fireside +, AA hr $1,300, m $270, ID 
ae Carl E. Lee vp & mng d; Donald 

DeSmit Jr. sls m; Avery-Knodel rep. 
sone. WJIM-TV (6) “$400, 1D 
Ivanhoe 2-1333. AA hr $1, 000 m $ 
$100. Harold F. Gross p & ge PGW re 
———, WDMJ-TV (6) W. Wash- 
ton St Coat 6-3524. A hr $200, m 
$38 ID . H. Treloar gm; Robert 
a a ae whe Weed rep. 

Onondaga-Parma, WILX-TV (10) Hotel 
Hayes. State 3-2621. John C. Pomeroy 
p gm; Venard, Rintoul & McConneil 


rep. 

Saginaw, WKNX-TV (57) 221 S. Washing; 
ton Ave. 3-4471. A hr $375, m 
$37.50. William J. Edwards <° gm; 
Robert M. Chandler cm; Gill-Perna rep. 

Traverse ony. WPBN-TV (7) Paul Bunyan 
Bldg. Windsor 7-7675. AA hr $200, m $40, 
ID $20. John Anderson st m; Robert E. 
Detwiler sls m; Hal Holman, rep. 


MINNESOTA 
Alexandria, KCMT (7) 7th & _ eeaes. 
Rockwell 3-5166. A hr 40, ID 
$20. Glenn W. Flint gm; Gid Klein rgnl 

sls m; Avery-Knodel rep. 
Austin, *KMMT (6) Hemlock 3-8836. A hr 
200, m $40, ID $20. Thomas L. Young 
gm Don Jones loc sls m; Avery-Knodel 


Duluth, KDAL-TV (3) 10 Py 4 Superior St 
zn 2. a 2-4466. $500, m 
110, ID $50. Odin S. 5 gm; 


Duluth-Superior, Wis., 
= Superior St zn 2. Randolph 7-8484. AA 
m $110, ID $50. Clarence D. 

Tully gm; Carlo Anneke g sis m; PGW 


rep. 
Minneapolis, KMSP-TV (9) 180 Fosbey 
Tower zn 2. Federal 9-8811. AA hr $1,200 
m me ID $96. vtr. Donald Swartz p & 
Richard Butterfield sls m; H-R bik 
Minneapolis-St. Paul, KSTP-TV s) 3415 
Ave, St. Paul. eaey 
oA r $1,650, m $360, ID $180. Stanley 
Hubbard 2 & I Marvin Rosene vp 
& sls m; ps A 
wm Ft hy w CO-TY, (4) 50 S. Bae St. 
Federal 8-0552. hr $1,600, $400, 
ID $160. vtr. F. om Konynenbur; exec 
vp; Robert N. oe sls m; PGW rep. 
Minneapolis WTCN-TV (11) ‘2925 Dean 
Blvd zn 16. Walnut A eset. AA hr $1,200, 
$250, ID $125. Phil Hoffman vp & 


Hoel g sls m; Katz rep. 

Rechester, KROC-TV = 100 ist Ave 

Bidg. Atlas 9-3924. AA hr $300, m $60, 

ID $30. Willard . tore st m; Will 
Jackson sls m; Meektr rep. 


MISSISSIPPI 
Columbus, WCBI-TV (4) 
$180 


Fairfax 8-5631. A hr 
P. B. Hinman st m; W. W. 


m 
gm; James R. 


Gilmer _Hotel. 
D $15 


Whitfield 
sls m; Everett-McKinney Ba 

Hattiesburg. WDAM-TV (9) Box 1649. Ju 
4-8441. AA hr $200, m $40, ID $20. Mar- 
vin ‘Reuben v = & gm; , Keith sls 
m; 

Jackson WaT Riz) Box 8187. Fleetwood 
4-2512. AA hr $400, m $90, ID ‘ 
F. Shanater st m & nat sis m; Bill 
Carlier loc sls m; Katz rep. 

Jackson, WLBT (3) 715 S. Jefferson. 4-4 
wood 2-2691. AA hr $400, m $90, ID $45 

red Beard m; Frank Gentry cm; 
Hollingbery rep. 

Meridian, Ned yg 4 TV a Southern me 
3-1441. A hr $55, ID $27.50. 
Robert F. Wright Fy W. B. Crooks 
Jr. vp & cm; Headley- eed rep. 

Tupelo, WTWV (9) Beech Springs Rd. 

inewood 2-7620. A hr $200, m $40, ID 


. Frank K. Spain p & gm; Charlies 
. Hicks cm; Jack Masla rep. 
MISSOURI 


Cape Girardeau,KFVS-TV (12) 324 Broad- 
way. Edgewater 5-5511. AA hr $600, m 
$120, ID $60. Robert O. Hirsch st m; 
Jack Ramey sls m; Headley-Reed rep. 









Columbia wry TV (8) Bey 63 S. Gib- 
son 2-1 A hr $300, m $60, ID $30. 
Gone G. Griswold gm; John O. Conwell 


H-R re 
Hannibal-Quincy Ill., KHQA-TV (7) WCU 
Bldg... Ag. Quincy. Ba "Baldwin 2-6200. A hr 
alter o. Rothschild gm 


& = sls m; ‘Weed re 

Jefferson City, KRCG-T (13) ga tlewey 
Hills Farms. Hwy 54 N. 6-6188. AA hr 

ID $30. Robert Blosser gm; 
Ron’ Maxwell sls m; Blair Television 
Assoc. rep. 

Joplin, KODE-TV (12) 1928 W. Jae, May- 
air 3-7260. A hr $300, m $67. ID $30. 
Harry D. Burke vp & gm; D. oT, Knichi 
sls m; Avery-Knodel r re 

KCMO-TV (5) . ~ E. 31st St 


Kansas City 
zn 8. Jefferson 1-6789. AA hr $1,350, m 
$300, ID $150. E. K. Hartenbower gm: 


Ss. B. Sa st m; Katz rep. 
Kansas City, MBC-TV ON KMBC Bldg, 
lith & Central Harrison 1-2650. A % hr 
$480, m_ $160, ID $80. vtr. John T. Schill- 
ing vp & gm; George J. Higgins vp & sls 


m; PG 

Kansas City, ne WDAF-TV (4) 3030 Summit 
St. Plaza 3-4567. A hr $1,060, m $212, ID 
1 William A. Bates gm; E. Manne 
Russo st m; HRP rep. 

Kirksville-Ottumwa, Ia.. KTVO (3) 209 E. 
Second St, Ottumwa. Murray 2-4535. A 
hr $300, m ID $30. Berg Allison st 
m & sis m; Hollingbery ze. 

St. Joseph, KFEQ- eA 2) 40th & Faraon. 
Adams 3-2528. AA *. $500, m $100, ID 
$50. Theodore M. Nelson exec vp; J. Ted 
a asst m; Blair Television Assoc. 


-. “Eoule, KCCP (11) apriag. 1959. 
Louis, KMOX-TV (4) 12th & Cole zn 6. 

St nin 1-9100. AA hr ny m $330, ID 
$165. Gene Wilkey gm; Charles McAbee 

: CBS-TV Spot Sales. 

St. Louis, KSD-TV (5) 1111 Olive St zn 1. 

i . AAA $1,750, m_ $330, ID 
$165. Harold Grams gm; Guy E. Yeldell 
g sis m; NBC Spot Sales rep. 

St. Louis, KTVI (2) 5915 Berthold Ave. 
zn 10. Mission 7-3600. AA hr $1,000, m 
$250, ID $125. J. J. Bernard vp & gm; 
Paul R. Litt sls m; Blair-Tv rep. 

Sedalia, KDRO-TV (6) 2100 W. Broadway. 
John Garner ‘gm; Virgil "L. Cobia sls m; 
Pearson rep. 

Springfield, KTTS-TV_ (10) Box 1716 4 
zn 4. University re A hr $325, 
$81.25, ID $32.50. G. Pearson Ward vp & 
gm; Jack Lloyd P m: Weed rep. 

Springfield, KYTV (3) 999 W. Sunshine. 
ary 6-2766. AA hr $325, m $81.25, 

D $40.65, vtr. Carl Fox and R. L, Stuffle 
ad. co-managers; R. L. Staufflebam cm; 
Hollingbery rep. 


MONTANA 
aw s, KGHL-TV (8) 2710 Highwood Dr. 
-4676. A hr $200. Jeff Kiichli gm; War- 
on Marshall sis m: Young re 
—_-. KOOK-TV (2) Box 7. 2382. 
hr $200, m $45, ID $22.50. Edmund 
Peiss opertns d; John H. Conner cm; 
Gill-Perna rep. 

Butte, KXLF-TV (4) 1003 S. Montana. 
2-9111. A hr $200, m $40, ID $20. E. B. 
Craney st m; Arne Anzjon sls m; Sky- 
line rep. 

Glendive, KXGN-TV (5) 122 S. Merrill 
Ave. Empire 5-3377. premium hr $125, 
m $25, ID $12.50. Daniel C. Palen gm; 
Karl Johnson sls d; Grant Webb re 

Great Falls, KFBB-TV (5) Box 1139. "Glen- 
dale 3-4377. AA by $200, m $40, 

J. P. Wilkins p & gm; W. C. Blanchette 
st m & cm; Biair levision Assoc. rep. 

Great Falls, KRTV_ (3) = = ot 
Black Eagle. Glendale 3-2433. hr $200, 
m $40, ID _ Dan Snyder p, “- & sis 
m; mts 

Helena, XLI-TV (12) Satellite of KXLF- 
TV Butte. 

Kalispell, KULR (9) Buffalo Hill. Sky- 
line 6-5056. A hr ,».m $20, ID $10. 
G. Norman Penwell vp = m; Don Hayes 
sls m; Donald Cooke re 

Missoula, KMSO-TV a3). B40 W. Main zn 
1. Li 9-4169. AA hr $200, m $40, ID 
A. J. Mosby p & gm; Stanley Deck sls 
m; Forjoe rep. 


NEBL. iSKA 
KHAS-TV ~~ Box 476. 3-1321. 
250, m $43.75, ID $21.88. Duane 
L. Watts cnn 5 Robert E. Schnuelle 
opertns m; 


eed 
my oTkry KDUH- LTV (4) Satellite of 
= RPL: City, S 
L-TV (6) Satellite of 


KHOL-TV. (18) Holdrege, Neb. 
Wyman 5-5952. AA hr $350, m_ $70, ID 
. Jack e.g x] m; Paul Freygang 

rgnl m; 

Linnie, KUL. TV. “tie 40th & W_ Sts. 
6-2367. AA hr $450, m_ $100, ID $45. A 
nary Ebel vp > =: Lester C. Rau sls 

wer. -Knodel 

MoCook. OMC (8) March 1959. 


Hastings, 
A hr $ 
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Bat Platte, KNOP-TV (2) Box 5y3. 
r $150, m $36, ID $18. Bob Riedy 
Ra Howard. Morgan opertns-sls m; 


evney rep. 
Omaha, KETV (7) 7 & Douglas Sts 
zn 31. Harney 7777. AA hr $900, m $200, 


ID $100. Eugene S. Thomas vp & gm; 
Robert O. Paxson sls m; H-R rep. 

Omaha, KMTV_ (3) 2615 Farnam St. 
Harney 3333. AA hr $900, m $200, ID 
$115. Owen Saddler exec vp & gm; Arden 
E. Swisher g sls m; Petry rep 

Omaha, WOW-TV (6) Insurance Pala zn 2. 
Webster 3400. AA hr $900, m $255 
$110. Frank P. Fogarty vp & gm; Fred 
Ebener sls m; Blair-Tv re 

Scottsbluff, KSTF (10) Satel ite of KF BC- 
TV C heyenne, Wyo, 


NEVADA 

Las veges KLAS-TV by 250 E. Desert Inn 
Rd. Dudley 26138. A hr $250, m $50, ID 

r gm; Weed rep. 

Las Vegas, KLRJ-TV. & 4850 Henderson 
Hwy Dudley 2-1760. A hr $275, m $50, ID 
$30. William D. Avery ainox Allen W. 
Dunn nat sls m; Avery: odel rep. 

Las Vegas, KSHO-T El Rancho 
Vegas Hotel. Dudley 2.8010. A hr $200, 
m $0, ID $20. Alex Gold a Harold 
Wilkerson, sls m; Forjoe 

Reno, KOLO-TV * T70 E. "5th St. Fair- 
view 3-0721. AA hr $400, m $40. 
Lee D. Hirshland st m; Don s. Thomp- 
son sls m; Headley -Reed rep. 


NEW HAMPSHIRE 

Manchester, WMUR-TV (9) 1819 Elm St. 
National 3-8061. AA hr $500, m $100, ID 
$50. Norman A. Gittleson exec vp & 
gm; Gordon E. Moore sls m; Forjoe rep. 

Mt. Washington, WMTW (see Poland 
Spring, Me.) 

Winchester, WRLP (32) Bex. =. North- 
field, ..¥ Northfield 336. hr $200, 
m $40, ID $20. Burleigh a psm m; 
Horace Wy. Nichols sls m; Hol ingbery 
rep. 


NEW JERSEY 
Hower, WNTA-TV_ (13) 1020 Broad St 
é Bas | 7-3260. AA hr $2,000, m 
$30, D_ $120. vtr. Malcolm C. Klein vp 
& - Te Sydney Kavaleer g sls m; Katz 
rep. 


NEW MEXICO 


Alpaquesgne KGGM-TV (13) 1414 Coal 
SW. Chapel 3-2285. AA hr $400, m 
SS, ID $45. A. R. Hebenstreit & gm; 
Cc. ‘“‘Dusty’’ Rhoads cm; ranham 
Pt ~ - ey KOAT-TV (7) 122 Tulane 
S.E. Alpine 5-8716. AA hr $300, m $75, 
ID . Max A. Sklower = & sis m; 
Bolling, Clarke Brown, rep 
Oe eae: KOB-TV (4) 1330 Coal Ave 
ay ; ee 3-4411. AA hr $410, m $85, 
D $45. orge S. Johnson gm; R. D. 
Williovas tv sls m; Petry rep. 
Carlsbad, KAVE-TV (6) 2907 W. Church 
St. Tuxedo 5-4101. A hr $150, m $30, ID 
$15. ping Wiseheart gm & sls m; Bran- 


ham r 
Clovis, KICA-TV (12) 1000 Sycamore 4 
Porter 3-5511. A hr $150, m $30, ID $15 
J. H. Morris gm; Jim Wilkes opertns 

m; Branham rep. 

Roswell, _KSWS-TV ® 1717 W. Second 
St. Main 2-6450. A hr $250, m $60, ID 
$30. John A. Barnett o & gm; Paul B. 
McEvoy sls m; Meeker, Melville reps. 

Santa Fe, KVIT (2) spring 1959. 


NEW YORK 

Albany, WAST (13) 15 N. Pearl St., 
Menands. 5-5291. A hr $800, m $160, ID 
$80. William A. Riple gm; Dom Tovino 
sls m; Venard, Rintoul & McConnell re 

Albany, W-TEN (10) Box 10 zn 1. 3- 

A hr $900, AA m $175, ID $87.50. Thomas 
Ss. Murphy gm; William Lewis sls m; 
Blair-Tv rep. 

Binghamton, WINR-TV (40) 70 Henry St. 
3-821. A hr $300, m $60, ID $30. David 
F. Milligan gm; Robert Trevitt loc sls 
m; Everett- -McKinney, 

Binghamton, WNBE-TV (13) 1 Beery St. 

3-7311. AA hr $1,000, m $200, ID $100. 
vtr. George R. Dunham gm; E. M. Scala 
tv sis m; Blair-Tv re 

Buffalo, WBEN-TV (4) ,Statler-Hilton Ho- 
tel zn 2. Mohawk 0930. hr $1,050, m 
$195, ID $95. George R* Torge st m; 

Nicholas J. Malter sis m; Harrington, 
Righter, Parsons rep. 

Buffalo, WGR-TV (2) 184 Barton St zn 
13. Summer 7115. AA hr $1,200, m $250, 
ID $130, vtr. Van Beuren W. De Vries st 
m; G. Paschall Swift sls m; PGW rep 

Buffalo. WKBW-TV (7) 1420 Main “St. 
Clinton H. Churchill p & gm; Thomas 
E. Martin sls m; Ave “Knodel rep. 

Carthage-Watertown, we © Box 
La parton, Sunset 31800. A 3 

m $50, ID . James W. Mee yy tv d; 
Alfred M. Tauroney nat sls m; Weed rep. 


Elmira, ae ey A oad Satellite of WSYR- 
V Syracuse. 

New York, WABC-TV (7) 7 ¥, 66th St 
zn 23. Susquehanna 7-5000. hr $4,150, 
m $950, ID $475. vtr. Wy “stam er vp 
& gm; James E. Szabo sis m; Blair-Tv 


rep. 

New York, WCBS-TV (2) 485 Madison Ave 
zn 22. Plaza 1-2345. AA hr $8,250, AAA m 
$2,000, AAA ID $1,000. vtr. Frank J. 
Shakespeare Jr. gm; y~~_m Walt Jr. 
g sls m; CBS-TV Spot Sales 

New York, WNEW-TV 
zn 21. Lehigh 5-1000. A hr $3,000, m 
$300*, ID $125*. vtr. Bennet H. Korn vp 
tv opertns; Weed rep. *3 times. 

New York, WNTA-TV (see Newark, N. J.) 

New York, WOR-TV (9) 1440 Broadway. 
Longacre 4-8000. A hr $2,000, m $500, TD 

. vtr. Robert Leder gm; William P. 
Dix, Jr. sls m; WOR-TV Sales rep. 

New York, WPIX (11) 220 E. 42nd St zn 
17. Murray Hill 2-6500. A hr $2,000, m 
$500, ID $175. vtr. Fred M. Thrower vp 
Pcl mM ; — A. Patterson vp & sls m; 

New York. “WRCA-TV (4) 30 Rockefeller 
Plaza zn 20. Circle 1 ee AAA hr $9,200. 
m $2,300, ID 
Davidson vB & ‘gm; M 
marketing d:; © Spot. Saies rep. 

Pieseberes, WPTZ (5) 357 Cornelia St. 
3070. AA hr "I = =. ID rge 
ay Breses V2 : Lincoin Mayo 
loc. sls m lair Feisvision Assoc, rep. 

Rochester, WHEC-TV (10) 191 ¥. Ave zn 4. 
Baker 5-3050. AA hr $800, m $180, ID 
$90. Lowell H. MacMillan vp & gm; 
LeMoine C. Wheeler g sis m; Everett- 
McKinney and oe oa “Bi 

Rochester, /ROC-TV 1 we 
St zn 3. — $8400. Rh 
$200, AA ID $100. Gunnar 0. Wiig 
John W. # A - Jr. asst gm & g ee m: 


rep 
Rochester, WVET-TV (10) 17 S. Ay 
Ave zn 4. Hamilton 6-4820. A hr $800, 
AA m $180, AA ID $90. Ervin F. Lyke 
rgm:; Arthur Murrellwright g sis m; 
olling rep 
Schenectady, ‘WRGB (6) 1400 Balltown Rd. 
Franklin 7-2261. A hr $1,100, m $210, ID 
$105, vtr. J. Milton Lae 
Spring sls m; NBC S les 
Syracuse, WHEN-TV ( 01 Court’ St_zn 
8. Granite 4-8511. AA h 7 ; 
ID $125. Paul + vp & gm; Fred 
Menzies cm; - 
Syracuse, WAYR-TV (3) 1030 James St. 
Granite 4-3911. A hr $1,100, m, $225, ID 
$112.50. vtr. in R. Vadeboncoeur p & 
gm Duty R. aps cm; Harrington, 
ig 


gm; A waves 


ter & Parsons 
Utica, WKTV (2) Smith a a. Utica 
3-0404. A hr $550, m $100, D $40. Mi- 


chael C. Fusco gm & sis -? Donald 
Cooke rep. 


NORTH CAROLINA 

Asheville, WISE-TV (62) 92 Haywood St. 
Alpine 3-5381. A hr $150, m $30, ID $15. 
Harold H. Thomas p; Broadcast Time 
Sales rep. 

Asheville, WLOS-TV (138) 288 Macon Ave. 
sip 2-2431. AA hr $450, m $90, ID 
$45. Ted Eiland vp & gm; Saul Rosen- 
zweig nat sls m; PGW rep. 

Charlotte, WBTV (3) 1 Jefferson Pl zn 

dison 3-8833. A hr $1,000, m $250, ID 
$125. vtr. a I. Tredwell Jr. vp & 

mng d: Wallace J. Jorgenson asst mng d 
sls; CBS-TV Spot Sales rep. 

Charlotte, WSOC-TV (9) Box 2536 zn 1. 
Franklin 6-8401. AA hr $900, m $225, ID 


H-R rep. 

Durham, WTVD (11) 1750 Newton Rd. 
2-2111. AA hr $650, m $130, ID $65. Har- 
mon L. Duncan vp & m; Mike Thompson 
sls m; Petry rep. 

Greensboro, WFMY-TV (2) Entites Ave at 
White St. Broadway 4-0114. A hr we 
m $160, ID $80. Gaines Kelley m; E. 
Hassett sls m; Harrington, Rig ter, x 
sons rep. 

Greenville, WNCT (9) Evans St extension. 
Pl 2-6181. A hr $400, m $100, ID A 
Hartwell Campbell gm; John G. Clark 
Jr. cm: Hollingbery rep. 

Raleigh, WRAL-TV (5) 2619 Western Blvd. 
Vance 8-2511. A hr $650, m $130, $65. 
vtr. Fred Fletcher vp & gm; Fletcher 
Turner nat sls m; H-R rep. 

Washington, WITN (7) Box 468. Whitney 
6-3131. A hr ry! m Re x 
a Jr. T. H. Patterson 
Vv g sis; iHeadley-Reed re 

Wi mington, WECT 225 
Roger 3-4666. A hr r $350. 
Claud O’Shields gm; Wee ‘ 

bef yp WSJIS-TV a2). 419-21 . 
Spruce Park 5-2311. A r $700, 

D $70. Harold Essex ~ & . 
forty 8. Shaw g sls m; Headley -Reed 
rep. 


rincess St. 
= ID $35. 








NORTH DAKOTA 
rr 3 ~~}! (12) Howard Morris 


ley chg sis. Satellite of 
KXJB-TV Valles chy a 


Bineee, (KEYEETV (5) 200% 4th St. 
spiel AA hr $350, m $75, ID 
Gale Culver st m; A. 'L. Anderson 

& sis m; Blair Television Assoc. rep. 

piaiene. KDIX-TV @) 119 2nd Ave W. 
5133. AA hr $175, $35, ID $17.50. 
Orville F. Burda gm; Mel Hallock sls m; 
Hal Holman rep. 

Fargo, wre” TV (6) 207 N. Fifth. Adams 
2-3371 A hr $450, m $90, ID $45. Tom 
Barnes rs PGW re 

Grand Forks, KNOX-T (10) State Mill 
Rd. 4-4611. A hr $200, m $40, ID $15 
Robert & Lukkason nat sis m; Rambeau. 


Vance, ogme om 
Minot, KMOT (10) 4th St., Bismarck. 
William E Ekberg p. Satellite’ of KFYR- 
sm, 
Binet KXMC (13) Hwy 81 S. 51-161. AA 
r $250, m $50, ID $25. Chester Rieten 
~4 & res rs William L. Hurley vp chg 
nat sis; W rep. 
Valley City, ay = (4) tr v4 W. Main 
St., Fargo. Adams 5-4461. hr $550, 
m $125, ID $62. 50. John w* »v p& 
R, William L. Hurley vp chg nat sls; 
re 


Williston, KUMV-TV (8) Satellite of 
KFYR-TV Bismarck. 


OHIO 

Akron, WAKR-TV (49) Television Center, 

853 $00, 1D $50 Portage 2-8811. A hr $300, m 

$30. Roger G. Berk vp & gm; 
Kenneth M. Keegan vp sis; McGavren- 
Quinn rep. 

Cincinnati, WCPO-TV (9) 2345 Symmes 
St. zn 6. Capitol 10777. AA % hr $570, 
m $290, ID $145. M. C. Watters vp & gm; 
Glenn C. Miller asst gm & st d; Biair- 
Tv rep. 

Cincinnati, WKRC-TV (12) Cincinnati 
Times Star Bldg zn 2. Garfield 1-1331. 
AA hr $1,200, m $330, ID $165. Roger 
B. Read gm; Richard F. McCarthy loc 
sls m; Katz rep. 

Cincinnati, WLW-T (5) 140 W. 9th St. 
Cherry 1-1822. A hr $1,000, m $200, ID 
$100, R. E. Dunville p & gm; James 
T. ‘‘Steve’’ Crane sis m; Bomar Low- 
rance, Crosley and NBC Spot Sales reps. 

Cleveland, KYW-TV (3) 815 Superior Ave 
NE. Cherry 1-0942. A hr $1,300, m $300, 
ID $150. vtr. George H. Mathiesen gm; 
Albert P. Krivin sls m; PGW rep. 

Cleveland, WEWS (5) Euclid at 30th, zn 
15. Henderson 2-1500. AA hr $1,560, m 
_% ID $250. vtr. James C. Hanrahan 


ee Jay S. Kerekes nat adv m; 
Fait: Vv rep. 


Cleveland, WIJW-TV (8) 1630 Euclid Ave. 
Tower 1-6080. AA hr $2,000, m $525, ID 
$263. vtr. Ben Wickman mng d; Frank 
Barron g sis m; Katz rep. 

Columbus, WBNS-TV (10) 495 Olentangy 
River Rd. Capital 83538. AA hr $1,200, 
m $200, ID $100. Richard A. Borel tv d; 
Robert D. Thomas sls m; Blair-Tv rep. 

Columbus WLW-C (4) 3165 Olentangy 
River Rd. Amherst 3-5441. AA hr $1,100, 
m $200, ID $100. James Leonard vp & 
gm: Walter Bartlett sls m; Bomar 
a Crosley and NBC Spot Sales 


Catunben, WTVN-TV (6) 753 “~~ Ave. 
Capital 85801. AA hr $825, $200, ID 
$80. vtr. J. W. McGough om: Chuck 
Dwyer asst gm & sls m; Katz rep. 

Dayton, WHIO-TV (7) 1414 Wilmington 
Ave. Madison 6581. A hr $850, m $200 
ID $75. Robert H. Moody gm; Walter E. 
Wolaver cm; Hollingbery rep. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 
Axminster 3-2101. AA hr $1,100, m_$200, 
ID $100. George Gray gm; Dale A. Smith 
sls m; Crosley rep. 

Lima, WIMA-TV (35) 1424 Rice Ave. Capi- 
5-3010. A hr $200, m $40, ID $20. 

J. L. Spring st m & sls m; H-R rep. 

Steubenville, WSTV-TV (9) Exchange 
Realty me, Atlantic 2-6265. A hr $550, 
m a $10, 1 D ws. John J. Laux exec vp & 

Joseph *M . Troesch asst gm; Avery- 
Enodel re 

Toledo, WS D-TV (13) 136 Huron St zn 4. 
Cherry 8-6201. AA hr $1,000, m $225, ID 
$113. Peter Storer mng d; William J. 


: tz rep. 

Toledo, WTOL-TV (11) Hillcrest Hotel. 
Frazier Reams p & 0; Rus Stone sis m; 
H-R rep. 

Youngstown, WFMJ-TV (21) 101 W. 
Boardman St. Riverside Sa A hr $400, 
m $80, ID $40. Pl ¥ ‘ A sees st m 
& sis m; Headley-Ree : 

Youn stown, WKENGV. Qi) 3930 Sunset 
Blvd zn 1. Sterling 2-1145. A hr $450, m 
$90, I Warren P. Williamson Jr. 
p & gm; J Bowden st d; Raymer 


rep. 
Youngstown, WKST-TV (45) 3800 Shady 
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ye Rd. Sterlin 8-2424. A hr $350, m 
$52.50, ID ‘2. Sa Sam Townsend & 
gm; Robert C. Harnack sls m; eed 


rep. 
Gusepeiiie, WHIZ-TV (18) Lind Arcade 
Bidg. = 5th St. Gladstone 2-5431. A hr 
ID $15. Allan Land mng da; 

Nate Milder sls d; Pearson rep. 


OKLAHOMA 


a KTEN (10) Box 10. Federal 2-4841. 
hr $225, m $30, ID $15. yf Hoover 


trown Morris v st m; 
ao Rintoul & *, a} rep. 


Ardmore, KXII (12) 114 N. Washington. 
946. A hr $150, m_ $30, ID $15. _ 
Easley Riesen gm; Gordon E. Lack cm; 
Pearson re. 4 

Lawton, KSWO-TV (7) Box 699. Elgin 
5-1380. A hr $150, m $30, ID $15. Emmett 
a Keough gm; Robert H. it loc sls 


Pearso 

Okishoma ~~, &y »,ROCO-TV (5) 63rd & Port- 
land. Victor 2-6633. AA hr $800, m $200, 
ID $100. Charlie Ke by ats Alex Kolensky 
sis m; Blair Television Assoc. re 

Oklahoma City, KWTV (9) 401 
Blvd zn 14. Victor 3-6641. AA hr 
m $240, », $120. Edgar T. Bell exec vp 

Kako DeLier sls m; Petry re 
Oniel me city, WKY-TV (4) 500 E. Brit- 
nity 82161. AA hr $950, m 
q be” Norman P. Bagwell st 
: Tom Parrington nat sls m; Katz rep. 
Tulsa, KOTV (6) S. Frankfort. Cherry 
— AA hr $825, m $200, ID $100. vtr. 
ag, E. Stevens vp & gm; Ed Pfeiffer 


rep. 

Tulsa, KIUL TY (8) Box 9697. Hickory 
6-6184. hr $650, m_ $135, ID $65. Bill 
a . Ve Sim" Black nat sls m; 
Avery-Kn 

Tulsa, KVOO-TV. b) om S . Peoria zn 5. 
Riverside 2-5561. AA hr $750, m $175. ID 

50. C. B. Akers exec vp & gm; John 
Devine cm; Blair Television aneoe. rep. 


incoln 


S340, 1D $120 


OREGON 
Eugene, KVAL-TV (13) Box oe. Diamond 
3-2551. A hr $360, m D $36. S. W. 


McCready gm; Glenn E. Nickell sls m; 
Hollingbery rep. 

Klamath Falls, KOTI-TV (2) Box 732. 
Tuxedo 48-131. A hr $150, m $30, ID $15 
Walter R. Richartz st m; Jerrold Poulos 
nat sis m; Hollingbery, Art Moore reps. 

Medford, KBES-TV (5) 2000 Crater Lake 
Hwy. ‘Spring 345-81. A hr $250, m $50, 
ID $25. Jerrold R. Poulos nat sls A 
Edward ett sls m; Hollingbery rep. 

Peetiend, KGW-TV (8) 1139 SW 13th Ave 

. AA hr $900, m 


% r E. Wagstaff. st m: 
John H. Pindell ay ‘™: Blair-Tv rep. 

Portland, KHTV (27) 1330 SW Stark St 
zn 5. Capitol 3-2443. A hr $300, m_ $60, 
ID $28. Wallace J. Matson gm; Mar- 
lowe Branagan sis m 

Portland, KOIN-TV (6) 140 SW Columbia 
St zn BE Capitol 8-3333. AA hr $900, m 
. D $125. vtr. C. Howard Lane vp 

da: John L. Palmer nat sls m; 

CBs T Spot Sales rep 

Portland, KPTV (12) 735 Sw 20th Pl zn 5. 
Capitol 2-9921. AA hr $800, m $225, ID 
$112.50. Frank J. Riordan vp & gm: 
Donald Tykeson sls m; Katz eee. 

a hg (4) Box 670. Orchard 2- 
1721. hr $150, m_ $30, ID $15. Aaron 
Boe Ys m & sis m; Hollingbery rep. Op- 
tional satellite to KVAL-TV Eugene. 


PENNSYLVANIA 
Altoona, WFBG-TV (10) 1320 llth Ave. 
Windsor 4-2031. AA hr $800, m $180, ID 
$80. Frank Palmer gm; Robert Miller, 
sls m; Blair-Tv rep. 
=, WICU-TV YY 35th ey State. 4-5201. 
hr $700, m $140, ID $70. Ben McLaugh- 
fin gm; Bo Lanquist em; Blair Tele- 
vision Assoc. 
Erie, WSEE (35) ‘1220 Peach St. 5-7575. 
A hr $300, m $60, ID $30. Cecil M. Sans- 
bury on Roger , <9 asst m sls; 


Young 
Harrisburg, P WHP-TV (55) 216 Locust St. 
gl 11. A hr $325, m $65. ID $32.50. 
. Redmond gm, bus & cm; 
Bolling rep. 
mareleber. WTPA (27) 3235 Hoffman St 
Cedar 8-7171. A hr $385, m $75, ID $37.50. 
Donald D. veg gm; Allen P. Solada 
sls m; HRP 
Johnstown, WARD-TV (56) Porch Bldg. 
8-1216. A hr $200, m $37.50. Richard J. 
Butterfield gm & sis m; Weed rep. 
Johnstown, JAC-TV (6) 329 Main St. 
1. AA hr $1,000, m $250, ID $125. 
Alvin D. Schrott exec vp & gm: John 
Hepburn sls m; Katz r ‘ee 
Lancaster, WGAL-TV (8) Lincoln Hwy W. 
& ge ae Rd. tin 3-5851. AA hr 
$1,200. $290, 120. vtr. Clair R. 
McCollough p & gm; J. Robert Gulick 
asst gm chg sls: eeker rep. 
Lebanon, WLYH-TV (15) R. C. N. 5 Tele- 
vision Hill. Crestview 3-4551. A hr $350. 
m $80.50, ID $35. Joe Zimmerman gm & 
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sls m; Sherman Egan opertns m; Blair 
Television Assoc. a 

Leck Haven, wees: a (32) Satellite of 
WILK-TV Wilkes- 

New Castle, WKsT- iv "Tece Youngstown, 


0.) 
Philadelphia, WCAU-TV (10) City Line & 
ers mt Rd zn 31. Greenwood 7-8300. 
hr $3,500, m_ $800, ID $400. John A. 
Schneider zm; James = Conley g sis m; 
CBS-TV Spot ‘Sales re 

Philadel hia V WFIL-TV. te) 46th & Market 

* —¥ ay reen 2-4700. AA hr $3,300, 

. vtr. George A. Koehler 

A sats, Kenneth W. Stowman g sis m; 
air - 

a PWROV-TV (3) 1619 Walnut 
St. Locust 4-3700. AAs hr $3,200, m on 
request, 10 sec $415. R. W. Welpott vp 
& y= Theodore Walworth Jr. sis 4d; 
N t Sales "P 

Pid EDKA-T (2) 1 Gateway Cen- 
ter zn 23. Express 1-3000. AA hr $2,400, 

m $600, ID vtr. Jerome R. Reeves 
om: John Stilli sls m; PGW re rep. 

Pittsburgh, WIIC (11) 341 Rising Main St 
zn 14. Fairfax 1-8700. AA hr $1,800, m 


$450, ID , vtr, Robert A. Mortensen 
exec vp gm; Roger D. Rice sls m; 
Blair-Tv re 


Pittsburgh, WTAE (4) 400 Ardmore Bivd 
zn 30. Churchill 2-4300. AA hr $1,800, m 
$450, ID $225, vtr. Franklin i Snyder 
gm; Alan Trench sis m; Katz rep. 

Seranten, WDAU-TV (22) 1000" Wyoming 
Ave zn 9. Diamond 2- AA hr $600, 
m $125, ID $62.50. Vance L. Eckersley 
exec vp & gm; Francis H. Conway g sls 


m; H-R rep. 
Scranton, WNEP-TV_ (16) a Madison 
Ave. as 3-1245. AA hr m 
—, D $50. Thomas P. Shelburne exec 
a3 m; Malcolm W. Dale cm; Avery- 
Rnode rep 
w ae Bey WBRE-TV (28) 62 S. Frank- 
lin. Valley 3-3101. AA hr $525, m_ $105, 
ID $52.50. David M. Baltimore vp & gm; 
Ernest Lewis sls m; Headley-Reed rep. 
Wilkes-Barre, WILK-TV (34) Satellite of 
WNEP-TV Scranton. 
Williamsport, WRAK-TV (36) spring 759. 
York, WSBA-TV (43) S. Queen St Extd. 
York 25-531. A hr $100, m $37.50, ID 
$20. Louis J. Appell Jr. p: Robert M 
Stough sls m; Jack Masla rep. 


RHODE ISLAND 

Providence, WJAR-TV (10) 176 Weybosset 
St. Gaspee 1-8255. Ah a. 51,300, m $310, 
ID $150. vtr. J. S. Sinclair st m; 
Ed Boghosian nat = 4 Pet rep. 

Providence, WPRO-TV (12) 24 ason St 
zn 2. Plantations 1-9776. A hr $1,100, 
AA m $300, ID $150. Arnold F. Schoen 
Jr. gm; Eugene W. Wilkin sls m; Blair- 


Tv rep. 
SOUTH CAROLINA 
Anderson, WAIM-TV (40) 321 Kingsley 
. Canal 6-1511. A hr $150, m $30, ID 
$18.75. Glenn P. Warnock gm; John 
McCallum sis m; Headley-Reed rep. 

Charleston, WCSC- TV (5) 485 E. Soe Ti ier 
mond 3-8371. AA hr $350, m D $4 
Roland Weeks st m; Charles E. Chay 
nat sls m; PGW pe 

Charleston, WUSN-TV (2) Box 879, Tulip 
4-4141. A hr $300, m $75, ID $35. vtr. 
J. Drayton Hastie p, gm & sis m; 
Bolling rep. 

Columbia, WIS-TV (10) 1111 Bull St. 
Alpine 3-6431. AA hr $500, m $125, ID 
$62.50. Charles A. Batson mng d; Law 
Epps sls m; PGW rep. 

Columbia, WNOK-TV (67) 1811 Main *. 
Box 5307. Alpine Rak a A_ hr $200, 
$40, ID $20 McElveen Jr. > 
& gm; David C. Phuiltps sls m; Raymer 


rep. 

Florence, WBTW (8) New Cashua Ferry 
Rd. Mohawk 2-1566. AA hr $375, m $85, 
ID $42.50. J. William Quinn mng d; 
John H. Brock nat sls m; CBS-TV Spot 
Sales rep. 

Greenville, WFBC-TV (4) 505 Rutherford 
St. Cedar 9-1321. A hr $525, m_ $120, ID 
$60. Kenneth . oe m; Robert Q. 
Glass Jr. cm: Weed 

Spertenbars. WSPA-TY “ta 224 E. Main 
St. 3-3621. hr $500, m $125, ID $62.50. 
Walter J. os p; Charles E. Bell nat 
sls m; Hollingbery rep. 


SOUTH DAKOTA 

Aberdeen, KXAB-TV (9) affiliate of KXJB- 
TV Valley CH. RS Dak. Henry Benchler 
res m; eed 

Florence, KDLO- a (3) Satellite of KELO- 
TV Sioux Falls. 

Rapid City, KOTA-TV (3) we Bidg, 
ox 1752. Fillmore 2-2000. hr $200, 
m $40, ID $20. Helen S. Duhamel o, Pp 
& gm; William F. Turner bus & cm; 
Headley-Reed rep 

Rapid City, KRSD.-TV (7) 1438 Mosntein 
View Rd. Fillmore 2-6050. A hr $157.7: 
m $25, ID $13.75. Eli Daniels gm & -a 
m:; Richard Bennett film d: Meeker rep. 

Reliance, KPLO-TV (6) C. J. Johnson st 











r. Semi-satellite of KELO-TV Sioux 

alls. 

Sioux Falls, KELO-TV an, Re, Ss at 
8th. ae. AA hr bg m ID si 
Evan Nord gm & sis m: eR aay 

Sioux "ralis, KSOO-TV (13) April 1, 1959. 


TENNESSEE 
WDEF-TV ( aw Broadcast 


Chattanooga, 
convert. Amherst 17-3392. 


, m 
$100, ID $50. Otis H. a gm: ichard 
w. Hollows nat sis m; Branha 

Chattanooga, WRGP-TV (3) = “Mecali rand 


Ave. zn 4. Oxford 8-1505. A hr 
ID $40. — G. Patterson gm; yi 
Moore sls H-R re 
Chattenee a, WTVC (9) » = 1026. AD 
herst 151. A hr $425, m $75, ID $37. 
R. ss. Swen ‘em: J. V. Windsor nat = 
m; rep. 
Jackson WDXETY ne Box 309. 17-9611 
hr $250, m D $25. John &. North 
vp & gm; + Rintoul & McConnell 


Johnson City, WJHL-TV (11) Box 1080, 

W. Main * 6200. A film hr $300. 

-~ * $60, ID $30. H. Lancaster Jr. P & 
gm; J. Will Hall’ sls m; Pearson re 

Knoxville, WATE-TV ¥ 2 A St 
2-7111. AA hr $600, m $ D $60. W. bf 
Linebaugh vp & gm; bp a McCloud sls 
m; Avery-Knodel rep. 

Knoxville, WBIR-TV (10) 1513 Hutchison 
Ave. 5-8101. AA hr $600, m $120, ID $60. 
John P. Hart p, gm & nat sis: R. S. 

Keoxvill “4.5 es Katz rep 
noxville (26) Sharp's Ra Me- 
Park Rd. 5-2114. AA r $300, m 

, ID $30. John A. ngelbtncht p & 
m; William E. 
earson rep. 

Memphis, WHBQ-TV (13) 1381 Mathes, 
Ave. zn * eetwey 2-3441. AA hr $900, 
m $200, ID $100. D. Noel gm; yh 
eed nat sis m; ALR rep. 

Memphis, WMCT (5) 1960 Union Ave. 
Broadway 2-0552. AA hr $900, m $200, 
ID $100. H. W. Slavick gm; Earl More- 


: Blair-Tv rep. 

Memphis, WREC-TV (3) Hotel Peabody 
Bldg. Jackson 5-1313. A hr $750, m $150. 
Hoyt _B. Wooten gm; Charles Brakefield 
cm; Katz re 
Nashville, WLAC-TV (5) 159 4th Ave N. 
Chapel 2-4331. AA hr $900, m $180, ID 
$85. T. B. Baker Jr. ex we he. & gm; Bob 
Reuschle g sls m; Katz 

Nashville, WSIX. TV (8) Nashville Trust 
Bidg zn 3. supine. 5-5431. AA hr $700, 
m $140, ID . E. S. Tanner exec vp 
& m; George H. Morris vp & sis m: 

-R rep. 
—— WSM-TV (4) 301 Speen Ave 
, 3. Alpine 4-5656. AA hr $900, m 
$180. ™D $85. Irving C. Waugh gm; Hi 
Branham cm; Petry rep. 


TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 
College Ave, Box 1475 ye ay 
wood 4-2345. AA hr $200, m $40, ID $20. 
vtr at parent station KDUB- TV. Timaale 
Isaacs vp & st m; R. S. “‘Bud’’ Nielsen 
g sis m; Branham rep. 
Abilene, KRBC-TV (9) 4510 S. 14th St. 
Ow 2-4242. AA hr $247.50, m $48, ID $24. 
George C. Breeding Jr. st m: Dan C. 
Guthrie cm; Raymer rep. 
Amarillo, KEDA-TV suet Box 1400. Ever- 
‘ r $340, m $85, ID 
$32 50. Ed Moore gm; Gene Lewis loc 
sls m; Blair Television Assoc. rep. 
Amarillo, KGNC-TV (4) 2000 N. Polk St. 
Evergreen 3-3321. AA hr $340. m $85, 
ID $42.50. a Liston gm; Bill Clarke 
cm; Katz re 
Amarillo, KVIL TV (7) Box 8066, Estate 
aaee Sen Ss Baeotmoes 6-5241. A hr $300, 
R. Watts gm; John 
Chapel loc b ng %, “Bolling, rep. 
Austin, KTBC-TV (7) Box 1155 zn_ 63. 
Greenwood 2-2424. AA hr $525, m $105, 
D $52.50. J. C. Kellam Em: tg P. ‘‘Bob” 
Poni g sis m; Raym 
Beaumont, KFDM- wt 6) 1420" Calder Ave. 
Terminal 8-4731. r $350, $80, ID 
$48. Mott M. Tae opertns 3 m & cm; 
David Russell loc sls m: PGW 


Eckstein sls-pgm d; 


$48. Julius M. Gordon 
P & gm: Mack Newberry cm; Raymer 


rep. 

Big Spring, KEDY-TV (4) 7400 College 
Ave, Box 1475, Lubbock. Sherwood 4 
2345. AA hr $150, m $30, ID $15. vtr at 
parent station KDUB- TV. Jack Wallace 
st m:; R. S. “Bud” Nielsen g sls m; 
Branham rep. 

Bryan. KBTX-TV (3) Harry Lee Gillam st 
m. Partial satellite of KWTX-TV Waco. 

Corpus Christi, KRIS-TV (6) 409 S. 
oa eee FN 3-6511. AA hr $300, m $75, 

rank Smith p; W. M. Eik- 
aa 7 chg sis: PGW rep. 

= us Christi, KZTV (10) Show oe 

Bidg. Tulip 4-1616. A hr $300, $75. 
ID $37.50. Vann M. Kennedy p & gm: 
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William Lydie cm; Branham rep. 
Dallas, KRLD-TV (4) Herald Sq zn 2. 
Riverside 2-6811. AA hr $1,100, m $300, 
ID $175. =e. Roy M. Flynn YP. gm; 
Cuny g sis m; — — 
Dallas, WFAA- TV (8) Harry ° i +Hiines 
Blvd. Riverside 1-3315. el hr 
$300, ID $175. — — ‘Shapiro st’ ma: 
Dick Drum 


El Paso, REL Te (3) 74530 Delta at, Box 
105. Keystone 3-5911. A hr $300, m $60, 
ID $30. Harry Edelman gm; Hillman 
Taylor cm & pam d; Young rep. 

El Paso, KROD- (4) 2201 yoming St. 
Keystone 2-6551. A hr $495, m $109, ID 
$49.50. Val Lawrence vp, gm & sls m; 
Branham re 

El Paso, KTS [-TV ‘s? = A ; m2, I St. 
Keystone 2-5423. A 
$37. * Karl O. Wyler'S Pn® 
—~ i . Chapman vp chg a: ollingbery 


Ft. _ KFJZ-TV <u) — Ww. ag be 
way. Pershing 7-6631. r $1,000, m 
$180, ID $90. vtr. Stan Wilson vp & gm; 
Dick Gifford nat sls m; Blair-Tv rep. 

Ft. Worth, WBAP-TV (5) 3900 Barnett St 
zn 3. Jefferson 6-1981. AA hr $1,000, m 
$275, ID $125. wy, Bacus st m; Jack 
Rogers cm; PGW rep. 

Harlingen, KGBT-TV (4) 1519 W. Har- 
rison. Garfield 3-4880. AA hr $300, m $60, 
ID $35. Troy ope gm; Harry 
Mooradian cm; H-R re 

Houston, KGUL-TV ‘ay 1199, Prudential 
Bidg zn 3 Jackson 9-4811. AA hr $1,200, 
m $. D $150. vtr. James C. Richdale 
Jr. vp * gm; ae & 4 wean g sis m; 
CBS-TV Spot Sales 


Rd. Madison 3-9271. hr $1,100, 

$250, ID $150. . Tack Ht a - & teas? 

Jack McGrew m & cm "Bi iva 
Vv 


Houston, KTRK- TV cs) 4513 "Cullen 
Jackson 6-1313. AA hr $1,000, 
ID $150. Willard E. Wait ridge +a vp 
& gm: William Bennett cm; Hollingbery 


rep. 

Laredo, KGNS-TV (8) 820 Convent Ave. 
Randolph 3-3674. AA hr 
$25. Roy J. Bowman ; James Shelton 
sls m; Venard, Rintoul & McConnell rep. 

Laredo, KLTV (see Tyler) 

Lubbock, KCBD-TV (it) Box 1507, 5600 
Ave A. Sherwood 4-1414. 
$100, ID $50. Joe 
George L. Tarter vp & cm 

i —% KDUBLTV (13) 7400 al lege Ave, 
Box 1475. Sherwood 4-234 r $400, 
—F See vtr. W. Bub" yh" 
2 gm: “Bud” Nielsen g sis m; 
ran 


hy 
Lufkin, KTRE_TV (9) AiG N. vite Ne 
tune 4-7771. A hr yy " 
Richman Lewin v , Murph x Mar- 
poe sls m; Venard, Riou & cConnell 


rep. 

Midland, KMID-TV (2) Box 2758. Mutual 
2-7321. AA hr , m $60, ID $35. Ray 
Herndon gm; n a go cm; Ven- 
ard, Rintoul & McConnell re 

Monahans, KVKM-TV con” Box ‘1118. Wil- 
son 3-4347. A hr m_ $50, 

J. Ross Rucker p © gm; Ttiliman Taylor 
opertns m; Everett-McKinney rep. 

Nacogdoches, KTES (19) Box 248. Lo 4 
418 hr $75, i. si0. ID $5. Lee Scar- 
eels 


& g 

Odessa, KOSA- av @ 1211 N. Whitaker. 
Federal 7-8301. m 
John Vacca st ety * Ed Costello sls m; 
Bolling rep. 

San Angelo, KCTV (8) 1015 E. 28 St. 
7183. A hr $200, m $34, ID $19. J. H. 
Hubbard gm; R. E. DeLoac ai m; 
Venard, Rintoul & McConnell re 

San Antonio, KCOR-TV (41) fl 1 Martinez 
St zn 4. Capitol 5-2751. A hr $200, m $35, 
ID $20. Nathan Safir exec vp & 

— Tamborello sls m; Richard O’Con- 
nell rep. 

~ Antonio, KENS-TV (5) Ave. E & 4th 
St_zn 6. Capitol 5-7411. AA hr $700, m 
S17, ID $105. vtr. Wayne Kearl st m; 
Dick Dickerson loc sls m; PGW rep, 

San Antonio, ee (12) 1408 N. St. 
Mary’s St zn 2. itol 6-7611. AA hr 
$700, m $175, ID sit . James M. Brown 
vp & gm; Bob Roth cm; H-R rep 

San PA ar tl WOALTV (4) Box 2641. zn 6. 
Capitol 7-4221. AA hr $700, m $175, ID 
$105. vtr. James M. Gaines p & gm; 
Edward V. Cheviot cm; Pet rep 

Suesuater, KPAR-TV (see Ab lene Sweet- 
water 

Temple-Waco, KCEN-TV (6) Pa S. 3rd St. 
Temple. Pe 3-6868. hr $400, m 
$80, ID rton Bishop gm; James 
E. Gordon cm; Blair Television Assoc. 
rep. 

Texarkana, KCMC-TV (6) Summerhill Rd. 
33-1133. A hr $260, m $60, ID $30. Walter 
M. Windsor Jock Rollings nat sls 
m; Venard, ntoul & McConnell etka 

Tyler, KLTV 7 pe d. 
~ fo. 

Marshall H.  penera om: John Pe 
cm; H-R rep. 

Waco, KCEN-TV (see Temple) 


Waco, ry ty ~ 44 (10) Box 3128. Plaza 6 | 
4451. hr $375, m $75, ID $37.50. M. N. | 
‘Buady™ Bostick gm; Pete McNee nat-| 
rgni sis m; Raymer rep. 

Weslaco, KRGV-TV (5) 309 S. Missouri 
Ave. o 83131. AA hr $300, m $60, ID 
7 Charlies L. Brooks st ml; Bill 

cker nat & rgnl sls m; Raymer an 

Wichita Falls, KFDX-TV (3) Box 
692-4530. AA hr $400, m $100, ID 7360. 
Howard H. Fry exec vp & gm; Bob 
Walker g sis m; Raymer rep. 

Wichita Falls, KSYD-TV (6) Box 2130. 
poet. A hr $350, m $70, ID $42. Syd 





Grayson p & gm; Bob Cain loc sis m; 
Blair Television J Assoc. rep. 
UTAH 


Ogden RV OG-S (9) Aug. 15, 759, 

Preve, KLOR- (11) Box’ 44." Franklin 
3-2951. A he $350, AA m $90, AA ID $45. 
vtr. Samuel Nissley gm; Donna Gosar 
sls m; Raymer rep. 

Salt Lake City, ng (5) 145 Soctet 
Hall Ave a ll. Elgin 5-4641. AA 
— = $150, , ID $75. Lennox Mar ionk | 
24" Lio yd E. Cooney g sis m; 

Spot Sales rep. 

Salt Lake City, KTVT (4) 130 Social Hall | 
Ave zn 1. Davis 25681. AA hr $650, m 
$180, ID . G. Bennett _ Hy w z 
oy Harold Woolley sis d; 

t Lake City. KUTV (2) 179 poser any Ha | Poe 
= =. 11 avis 2-2505. AA hr $650. 
$180, Brent H. Kirk g Ly. m E| 
st m; 5% Smith nat sls m; Avery- 
Knodel rep. 





ag 


VERMONT 
Burlington, WCAX-TV (3) 100 Market 
University 2-5761. AA hr $450, m $90, 
$45. Stuart T. Martin p; John A. Dep. 
son sls m; Weed rep. 


VIRGINIA 


Bristol, WCYB-TV (5) Cumberland St. 
North 9-4161. A hr $300, m $60, ID $30. 
Robert H. Smith p & gm; J. Fey Rogers 
vp & sls m; Weed rep. 

Hampton, WVEC-TV (see Norfolk) | 

Harrisonburg WSsV any (3) Rawley Pike. 
4-4431. A hr m $50, Hamil- | 
ton Shea pé& ; Richard “Dick” oo 
son sls m; PGW rep 

iquaser, WLVA-TV (13) 2320 Lang- 
h d. Victor 5-1242. A hr $300, m 

D $30. Philip P. Allen : 
Thomas L. Turner em; Hollingbery a 

Norfolk-Portsmouth, WAVY-TV (10) 
Boush St, Norfolk. Madison 7-2345. AA | 
hr $700, m $140, ID $70. Carl J. Burk-| 
land exec vp; Eugene Gaudette g sls| 
m; H-R rep. 

Norfolk, WTAR-TV (3) ‘4 Boush St zn 
10. Madison 5-6711. AA hr $875, m $200, | 
ID $100. vtr. John C. Peffer vp chg! 
opertns; Robert M. Lambe vp chg sls; 


Petry oS 
Norfolk, WVEC-TV (15) 812 W. 2list St. 
Madison 7-7605. AA hr $350, m $70 ID 


$35. Thomas P. Chisman p & gm 
% Brauer Jf. vp & sis d; Avery-Knodel | 


Petersburg-Richmond WXEX-TV (8) 124 | 

W. Tabb St, Petersburg. Regent 3-7876. 
A hr $700, m $110. Irvin G. Abeloff vp, 
mng d & nat sls m; George R. Oliviere 
loc sls m; Select Station rep. 

Portsmouth, WTOV-TV (27) 1305 Granby 
St. hr $124.65, m $17. A. V. Bamford 
gm; Winston Bright cm; J. H. McGillvra 


rep. 

Richmond, WRVA-TV (12) 5221 paldlotiien | 
Pike. Belmont 3-5461. A hr $700, m $140 
ID $70. vtr. Barron Howard vp & gm; 
James D. Clark, Jr. sls m; Harrington, | 
Righter & Parsons rep 

Richmond, WTVR (6) R301 W. Broad =. 
Box 5229. Elgin 5-8611. AA hr $875, 
$140, ID $70. ilbur M. Havens p & tees | 
William Kemple nat sis coordinator; 
Blair Television Assoc. Eep- 

Roanoke, -TV (a) 201 W. Cam ben 
Ave. one 3-8031. AA hr 
$140, ID $60. John Harkrader m; Biake | 
eR, cm; PGW 10) 

Roanoke, WSLS-TV (10) Church Ave & Sra 
St. Diamond 4-9226. AA hr $675, m 
D $67.50. vtr. Sapien Fitz trick | ss oor | 
A. S. Trevilian Jr. cm; Blair-Tv rep. 


WASHINGTON 


Relingios, tes sy (12) 1151 Ellis. Re- | 
gt 54 7. AA hr $650, m $162.50, ID | 
— Mintz st m; Fred Elsethagen 

sls m; Forjoe rep. 

Ephrata, KB ‘STV (16) James Schroeder 
sls m; Satellite of KIMA-TV pre 
Kennewick, KEPR-TV (19) 3619 W. Clear- | 
water Ave. Sold in combination with | 
-— TV Yakima. Bill Grogan m; Weed 


Seattie, KING-TV (5) 320 Aurora oka. 
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Wont i 
yim mis we 


ub to our 
rafters in movies! 


Looking for top film packages for 
the Oregon market? KPTV has 
them! 2,426 features in all—run- 
ning in peak-rated evening peri- 
ods. Just another reason why 
KPTV is your best buy station in 
Portland. Call your Katz man 
today! 


Check over this list: 
Paramount 
RKO 
Dream Package 
Critics Award Package (#1 & 2) 
21 Package 
Princess 
Enterprise 
Fox 52 
Galaxy 20 
Anniversary 
United Artist 
Selznick Features 
Shock 
Son of Shock 
RKO Showcase 
Triple Crown 
Warner Bros. (#7 through 13) 
Columbia Misc. 
Banner 33 
Interstate TV 


a 

jp ortland, Oregon 
a ' channel 1 a 

” Oregon's FIRST Television Station 


Represented by the 
Kotz Agency, Inc. 
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hr $1,100, m_ $250, 


3-9800. AA hr $1,100, m 
D $115. Miller C. Robertson m; 


ittiam A. Exline sls m; PGW rep. 
Seattle, KOMO-TV (4) 100 Fourth Ave N. 
zn 9. Main 4-6000. AA hr $1,200, m $250, 
ID $125. W. . Warren exec vp & gm; 
Bill Hubbach sls m; Katz rep. 
Seattle-Tacoma, TNT-1 TV aid 137 Dexter, 
Seattle. — 2-0550. A hr $625, m $130, 
ID $52. Robert I. Guy m & pgm d; 
Edward Poaolinsicy sis m; Weed 
Seatie"Taceme. KT (13) 230 
, Seattle zn 9. Main 4-3113. A 
ID $31.88. James J. Hawkins 
Boya H. Curtis asst pgm d; Hollingbery 


Spokane, Riee-ev (6) Radio a pate 

dison 45131. AA $625, 

| caaian p & om: 

Blair cm; Katz re rep. 

Spekane, KREM-TV (2) A ~: Regal zn 
34. Keystone 4-0466. hr $625, m $160, 
ID $80. Louis Wenn 2 & gm; Robert 
Temple st m; Petry re 

Spokane, KXLY- x a Pas W. Sprague. 
Madison 4-4291. AA hr $625, m $150, ID 
$75. James R. pm, gm “° sls m; 
Gene Roth st m; Avery-Knodel rep. 

Yakima, ay (29) Box 702, Glen- 
court 2-9111. A hr $600, m $150, ID $60. 
Thomas C. Bostic gm; Herchel R. Cary 
g sis m; Weed rep. 


WEST VIRGINIA 
Bluefield, WHIS-TV (6) Municipal Bits. 
Davenport 7-7115. A hr $240, m $60, I 
$30. John Shott st m & sls m; Katz rep. 
Charleston, WCHS-TV (8) 1111 Virginia 
St E. Dickens 2-8131. AA hr $800, m 
$175. ID $87.50. John T. Gelder Jr. vp 
& gm; C. E. Wheeler, g sls m; Branham 


rep. 
Chariesten, WHTN-TV (see Huntington) 
Charleston, WSAZ-TV (see Huntington) 

Clarksburg, WBOY-TV (12) 912 W. Pike 

St. Main 4-7573. AA hr $250, m $50, ID 

$25. Roger Garrett gm; R. 

Howard loc sls m; Avery-Knodel rep. 
Huntington, WCHS-TV (see Charleston) 
Huntington, WHTN-TV (13) 625 4th Ave. 

Jackson 5-7661. AA hr $1,000, m $160, 

ID $80. Robert R. Tincher vp & gm; 

O. W. Myers nat sls m; Petry rep. 
Huntington-Charleston, WSAZ-TV (3) 201 

9th St, Huntington. Jackson 94127. AA 

hr $1,000, m $180, ID $90. Lawrence H. 

Rogers p & gm; C. T. Garten vp & cm; 

Katz re 
Oak Hill- Hobart weer: “ah 4 Box 251, 

Oak Hill. ar . r $200, m 

$40, ID $20. Robe Dert Re By o& 

gm; Robert Brown st & sls m; Pearson, 


rep. 

Pe a WTAP-TV (15) 121 W. Tth 
St. Hudson suseo A hr $150, m $30, I 
$15. _— Komito st m & sis ‘m; Pear- 
son 


Wheeling, WTRF-TV (7) Ogten, 40, 16 
Cedar 2-7777. AA hr g ae $140 
=. Robert W. Ferguson e w KL 
a i. 4% Smith, sls m: “Ho fagthery 
a 
WISCONSIN 


Eau Claire, WEAU-TV (13) 2415 S. Hast- 
ings Way. Temple 2-3474. A hr $300, m 
ID $30. Leo Howard gm; Wayne 

F. McNulty asst m & loc sls m; Holling- 


» WBAY-TV (2) 115 S. Jefferson. 

2-3331. A hr $400, m $80, ID 

Haydn R. Evans gm; Robert C. 
Nelson sis m; Weed rep. 

Green Bay, WFRV-TV (5) Mason & pase 
velt Sts "Hemlock 7-5411. AA hr $600, 
$120, ID $60. Soren H. Munkhof vp & 
£2: Jack Gennaro loc sls m; Headley- 


rep. 

Green Bay, WMBV-TV (see Marinette) 

La Crosse, WKBT (8) 131_S. 6th St. 2- 
4678. AA hr $360, m $72. . Howard 
Dahl p & gm; Robert Morrison sls m; 
H-R rep. 

Mipfioen. WISC-TV (3) 4801 W. Beltline 

5. Cedar 3-9791. AA hr $550, 
- “h0, ID $55. Ralph O'Connor gm; 
Richard Nickeson sis m; PGW rep. 

Madison, WKOW-TYV (27) 215 7s Nex 
ton Ave zn 3. Alpine 7-2261. AA hr 
m ID $28. Ben F. ae gm; Head- 
ley-Reed rep. 

Madison, WMTV (33) W. Beltline Hwy. 
Cedar '3-5381. A hr $325, m $65, ID $33. 
Merritt Milligan gm; Donald G. Harrer 
asst m; Weed rep. 


Marinette-Gree MBV-TV (11) Ra- 


m Bay, W 
dio-Television Park, Wells St. Marinette. 
5-6631. A hr $300, m $60, ID $30. 7 
D. Mackin Em: Williara R. Walker tv 
m; elas 7. y- 
Milwaukee, WIS (12) 759 N. 19th St 
Division 2-3000. A hr $1,000, m 


zn 3. 


74 February 23, 1959, Television Age 





showing at the base before. 





WAVY-TV Draws 40,000 


Inaugurating the station’s programming of the syndicated half-hour 
airplane drama series, Flight, wavy-Tv Portsmouth, Va., held an “open 
house” for the public at Langley Air Force Base in nearby Hampton. The 
affair drew some 40,000 people—twice as many as ever attended a public 


“This proves the drawing power of tv,” said a Langley official. wavy-tv 








itself on a 90-foot crane boom. 





used saturation spots for several weeks before the event, inviting all in 
the area to attend between 1 and 4 p.m. on a Sunday afternoon. 
Originating from the Air Force base, a 90-minute teiecast featured dis- 
plays of the latest fighters and bombers, a fire-fighting demonstration and 
film clips of air power in action. Interviews were conducted with pilots, 
flight surgeons and Air Force personnel from top brass to grease-monkeys. 
Hosts of the program were Brig. Gen. Perry Griffith, commander of 
the 836 Air Division at Langley, and Gen. George C. Kenny, USAF, Ret., 
who hosts the film series. WAVY-TV covered their opening remarks and 
the entire program with several cameras—one of which was airborne 








$265, ID $100. William C. Goodnow st m; 
Richard Foerster sls m; Petry rep. 

Milwaukee, wees TY xD Box 641 zn 
Flagstone 2-6600. hr $600, m $110, ID 
$55. Terry H. ht. Joseph W. Evans 
Jr g sls m; Blair Television Assoc, rep. 

Milwaukee, WTMJ-TV (4) 333 W. State 
St zn 1. Broadway 1-6000. AA hr $1,450, 
ID 3138, George Comte gm; Neale Vv. 
Bakke sls m; Harrington, Righter & 
Parsons rep. 

Milwaukee, XIX (18) 5445 N. 27th St 
zn 9. Uptown 3-1919. AA ed 4, * sae, 
ID $75. Richard P. Ho 
a  eeenapte g sis m; C TV eSpot 7 


Sipaster, KDAL-TV (see Duluth, Minn.) 
Superior, WDSM-TV (see Dulu th, Minn.) 
Wausau, WSAU-TV (7) 714 5th St. —. 
AA hr $350, m $70, ID $35. Richard D. 
Dudley gm & cm; Meeker rep. 
WYOMING 
Casper, ee AY (6) 3900 E. 2nd St, Box 
940. 3 777. Hr $120, m $26, ID $12.50. 
ake L. Hathaway ; Richard B. 
Frech loc cm; Walker walt rep. 
Casper, KTWO-TV (2) 143 N. Durbin. 3- 
1. A hr $150, m $30, ID $15. Bob 
Berger gm & sls m; Meeker rep. 
Chazetma, eran-Fy (5) 2923 E. Lincoln- 
ay. 44461. A hr $200, m $40, ID $15. 
Willia am C. Grove vp & gm; Charles P. 
Cahill cm; Hollingbery rep. 
Sheridan, KTWX-TV (9) 
KTWO-TV Casper. 
Thermopolis, KWRB (10) 500 Broadway. 
AA hr $150, m $30, ID $15. M. V. Ernst 
Ernst co-o; Gill- 


Satellite of 


co-o & sis m; J. P. 


Perna rep. 
HAWAII 
Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu 


Honolulu, KGMB-TV (9) 1534 Kapiolani 
Blvd zn 14. 9-2011. A hr $400, m $87. 
ID $42.50. Melvin B. A right st — & nat 








-—~ m; C. C. Crockett loc sls m; PGW 


rep. 
Honolulu, KHVH-TV © 1290 Ala Moses 
=. zn 14. 5-3991. hr 
fe 50. ver. "Richard C. Block gm 6 sls 
a oun 
Honolulu, KONA-TV (2) 1170 Auahi St. 
6-2366. A film hr $350, m $75, ID Bag’ 
vtr. Art Sprinkle %. m_ gi sis = 
mcer nat sls m; NBC Spot Sales re 
Wailuku, KALA ro Satellite of KON. 


TV Honolulu. 
U-TV (3) Satellite of 


Wailuku, KMA 
GMB-TV Honolulu 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


T 


GUAM 
Agana, KUAM-TV (8) Box 68. 7961. A hr 
$120 m $24, ID $12. John P. Barton res 
m; ber ry C. + one cm; 
nental Services rep 


PUERTO RICO 
Caguas, WKBM-TV (11) San Juan. Ralph 
erez Perry o. 

Mayaguez, WORA-TV (5) Box 2. ae 
ton Bidg. 1150, 1151. AA hr $17. m $3, 
ID $15. Reinaldo M. Dupont Fe m & 
sls m; Inter-American Publications rep. 

Ponce, WRIK-TV (7) spartiee oon Bid 

AA hr $150, m $26, ID $11. William 

Garcia Santaella 

Publications 


Interconti- 


0280. 
Cortada g & cm; y 
= em; Inter-American 


nea a WSUR-TV (9) .yo Box 471, 
2-1278, San Juan AA hr $150, m $26. ID 
$10. Mariano Angelet Testers Jose 
A. Ribas loc sls m; Pan American Tae. 


ne hr $325, m $90, ID $36. Carlos Rivera 
Gonzalez gm; Helena Martinez sls serv 
m; Caribbean Network .: 
San Juan, WKA ~~ a i ae Puen 
HA Tierra. 3- 
D $40. Jose Oviedo. Mey © eter a esteal 
Publications rep. 
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MEETING TIME. Annual - meeting 
time is at hand for most of the 
nation’s corporations. From now 
through May shareholders will gather 
to hear the pounding of the gavel, 
the reading of the minutes, the presi- 
dent’s report, the stockholder’s ques- 
tions and the answers of the officers 
and directors, followed—in many 
cases—by distribution of some of the 
company’s products to keep the stock- 
holders in a happy frame of mind as 
they leave. 

The number of stockholders at- 
tending these meetings will range 
from a handful, particularly in the 
case of Delaware corporations that 
continue to hold their shareholder 
conventions in that distant, incon- 
venient spot for most investors, to 
several thousand at the meetings of 
big companies in New York, Chicago 
and Los Angeles. 

There’s no question that over the 
years shareholders have become more 
sophisticated, more penetrating in 
their questioning about a corpora- 
tion’s financial affairs. They show 
their impatience with autocratic 
managements, ask auditors to explain 
some footnotes in annual reports, 
submit proposals of their own for 
consideration at the annual meeting, 
and on an increasing number of occa- 
sions toss unsatisfactory managements 
out completely. There are any num- 
ber of factors to account for this 
growing awareness on the part of 
the shareholder, but certainly the Gil- 
bert brothers, Lewis D. and John J.. 
have played a leading role in mold- 
ing the aggressive, inquiring attitude 
of today’s investor. 
STORMY PETRELS. This spring the 
Gilberts will attend annual meetings 
of some 150 corporations in which 
they own stock ranging from 10 
shares in several corporations to 
1,000 shares in the Sperry-Rand 
Corp., where Gen. Douglas Mac- 
Arthur presides and usually engages 
in a spirited discussion with Lewis 
Gilbert, the older brother. Included 


in the group will be several tv cor- 





Wall Street Report 


porations, including Radio Corp. of 
America and American Broadcasting- 
Paramount Theatres, Inc. 

For years these New York-born 
boys, now in their late forties, have 
been attending annual meetings, ask- 
ing awkward questions, squabbling 
with management and insisting on 
some fine points of parliamentary 
procedure that often irritate other 
stockholders as much as management, 
probably because stockholders fre- 
quently don’t like annual meetings to 
drag on for one, two and possibly 
three hours, and Lewis Gilbert seems 
to be doing just such delaying when 
he clings tenaciously to some point. 
Often, too, Mr. Gilbert gets so ex- 
cited when a chairman or director 
disagrees or argues a point with him 
that his voice becomes shrill and the 
whole theme of the dialogue is lost 
in an angry, useless exchange. Yet 
these occasions are too often distorted 
in the retelling. 

For the basic approach of the Gil- 
berts has been informative and con- 
structive, and in most cases disputes 
stem from the slowness and stuffiness 
of old-line managements in adjusting 
themselves to the new climate of U.S. 
capitalism where 25 to 30 major 
corporations a year become battle- 
































grounds between irate shareholders 
who feel that a whole or partial 
change in management policies is de- 
sirable. 


LONG-TIME WAR. The Gilberts have 
been waging their campaign to make 
stockholders a more vocal, effective 
group for 20 years now. The Gilbert 
brothers resent any 
they are “professional proxyteers.” 
They’re simply investors who have 
launched their own crusade. They’ve 
gained quite a substantial following, 
and in many instances their follow- 


suggestion 


ing has shown a steady growth over 
the years. 

To the television industry the role 
of the Gilberts is interesting not be- 
cause of what they’ve done in the past, 
but because of the forces they’ve set in 
motion for the future. The Gilberts 
act as individuals, but the number of 
organizations formed to represent 
the lowly stockholder has been grow- 
ing in size and authority. The Fed- 
eration of Women Shareholders, the 
United Shareholders of America, the 
Investors League and several other 
similar groups have also moved into 
the security arena with missionary 
zeal. 

As these groups stimulate more in- 
terest in corporate activities, and as 
attendance at annual meetings mount, 
the chances are that more and more 
corporations will use closed-circuit 
television to keep all shareholders 
abreast of the latest developments. 





Color (Continued from page 38) 


found their color picture not as clear, 
while smaller numbers remarked 
about fade-out and other difficulties. 

About 19 per cent made unfavor- 
able comments regarding color pro- 
gramming; most of these were critical 
of the number of color programs. 
Another six per cent talked about 
service problems with color, and 
others mentioned the price as too 
high. 

As to which member of the family 
most wanted to buy the color set, 
husbands led with 42 per cent (see 
table 3). 

While color-set owners for the most 
part (71 per cent) felt they watched 
television about the same amount 
of time that they had when they 
owned only b&w, the rating survey 
indicated that they were mistaken. 
As pointed out above, b&w sets in 
use averaged 56.2, while color homes 
reached 67.4. The gain in the ratings 
for color programs was thought to 
have come about half from homes 


which could have been expected to 
watch b&w programs if no color had 
been showing. Some 18 per cent of 
color-set owners felt they watched tv 
a lot more since they had color, while 
nine per cent felt they watched it a 
little more. 

Asked about whether color was a 
deciding factor for the family when 
picking a program, 60 per cent of 
color families said that the program 
had more to do with determining the 
selection than color itself. The other 
40 per cent felt color was the deter- 
mining factor. 

A question about the number of 
sets in the house showed that 53 per 
cent of those owning color had both 
‘a color and a b&w set, while 25 per 
cent had a color and more than one 
b&w set (see table 3). 

Most families with color receivers 
had owned the sets between 34 and 
114 years (45 per cent), while the 
second largest number (20 per cent) 
had owned their sets between 134 and 
214 years. 

Cost of 19 per cent of color sets 
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10 PEOPLE 


WATCH CARTOON COMMERCIALS 


animation inc. makes the kind of commercials people like to watch 


animation inc. 736 n. seward street 
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was between $475 and $525, while 
about 12 per cent was between $675 
and $725. Others ranged both higher 
and lower. 

Family characteristics of color-set 
families showed that in 63 per cent 
of cases there were no children under 
18. In families with children under 
18 (37 per cent of the total) nearly 
half had only one child, while the 
greatest number of those remaining 
had two. 

By occupation, 20 per cent of 
color-set families were business 
owners or proprietors, while 19 per 
cent were business executives, man- 
agers and officials. Another 11 per 
cent were top professionals, and the 
same number were craftsmen, fore- 
men, etc. 





Rainbow (Continued from page 33) 


a fair amount of color-viewing op- 
portunities. 

The idea has been advanced in print 
elsewhere that the problem is not 
merely one of not enough color pro- 
grams, but rather a lack of “exciting” 
color programs. Several seasons back, 
it was noted, each week’s line-up in- 
cluded a special in color—a Produc- 
er’s Showcase or Festival of Music— 
that invariably showed up in the top 
Nielsens. Today, said the writer, none 
of the top 15 shows is a color entry, 
nor can colorcasts of The Price Is 
Right or Northwest Passage be ex- 
pected to send folks rushing out to 
buy tint sets. 

The point made is based on an ele- 
ment of fact. The color stanzas are 
not showing up in the first rank of 
But what, besides 
westerns, are? It would seem that spe- 
how  excitingly 
planned, do not engender the excite- 
ment they supposedly did a few years 
ago, when the “spec” idea was new. 


Nielsen ratings. 


cials, no matter 


And, for interesting color shows of- 
fered in addition to the regular ones, 
NBC and CBS recently presented 
within the space of a few weeks Lowell 
Thomas’ High Adventure, Hallmark’s 
Berkeley Square, Bell’s The Alphabet 
Conspiracy and two Telephone Hour 
shows, an hour-long Phil Harris spe- 
cial and a repeat on color videotape 
of last fall’s Fred Astaire hour. 
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Color Sponsors 


Color-program sponsors of regular network shows in 1958 include: 


Alberto-Culver Co. 

American Dairy Assoc. 
American Tobacco Co. 

AMF Pinspotters, Inc. 

Brillo Mfg. Co. 

Brown & Williamson Tobacco Corp. 
Chemstrand Corp. 
Chesebrough-Ponds, Inc. 
Chevrolet Motors Div. of GM 
Clinton Engine Corp. 

Corn Products Refining Co. 
Dixie Cup Co. 

Drackett Co. 

E. I. du Pont de Nemours & Co., Inc. 
Elgin National Watch Co. 
General Foods 

Greyhound Corp. 

S. C. Johnson & Son, Inc. 
Kimberly-Clark Corp. 
Knomark Mfg. Co. 

Kraft Foods 

Lever Bros. 

Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 


P. Lorillard Co. 

Mentholatum Co. 

Miles Laboratories, Inc. 

Mutual Benefit Health & 
Accident Assoc. 

Mutual of Omaha 

Norelco Mfg. Co. 

North American Phillips Co. 

Noxzema Chemical Co. 

Pharmaceuticals, Inc. 

Pharma-Craft Co. 

Polaroid Corp. 

Procter & Gamble Co. 

Radio Corp. of America 

RCA Whirlpool Corp. 

R. J. Reynolds Tobacco Co. 

Speidel Corp. 

Standard Brands 

Sunbeam Corp. 

Toni Co. 

U.S. Time Corp. 

Warner-Lambert Pharmacal Co. 

Whitehall Laboratories, Inc. 

Zenith Radio Corp. 


Sponsors of special programs in 1958 include: 


Aluminium Ltd. 

American Telephone & 
Telegraph Co. 

Bayuk Cigar Co. 

John H. Breck, Inc. 

Buick Motor Div. of GM 

Chrysler Corp. 

Delco-Remy Div. of GM 

Florists Telegraph Delivery Assoc. 

Ford Motor Co. 

Gillette Safety Razor Co. 

Gulf Oil Co. 

Hallmark Cards, Inc. 

Hills Bros. Coffee, Inc. 

Libby-Owens-Ford Glass Co. 


Liggett & Myers Tobacco Co. 

Lincoln-Mercury Div., 
Ford Motor Co. 

Minute Maid Corp. 

Philip Morris Co. 

Pontiac Motor Div. of GM 

Sealtest Div. of National Dairy 
Products Corp. 

Smith, Kline & French 
Laboratories 

Texaco Corp. 

Timken Roller Bearing Co. 

Union Carbide Corp. 

U. S. Time Corp. 





During March alone, NBC has nine 
color specials on tap. 

An interesting fact is that of the 
13 of 20 Sylvania awards won by 
NBC, eight went to participants and 
writers of four color programs—Litile 
Moon of Alban, a Sid Caesar Chevy 
special, Kraft’s All The King’s Men 
and Astaire’s dance session. How 
many of the 31 tv critics who bal- 
loted in the awards saw the shows in 
color is unknown, but doubtless color 
added to already exciting programs. 
“As to the matter of colorcasting 





such things as The Price Is Right,” 
said Bill Boss, “it’s RCA’s policy to 
get as much as we can in color. This 
includes virtually all our nighttime 
live programming, with the exception 
of This Is Your Life, the fights and 
Jack Paar. While The Price 1s Right 
might not be as exciting as a special, 
it’s very popular and enables us to 
reach a huge audience that might view 
it in color. Northwest Passage, with 
its great outdoor scenery and early 
American costumes, is a_ beautiful 
show in coler. Westerns, for the same 





reason, would be color naturals.” 
The reason color-set owners are not 


seeing westerns in tint is a matter of 
film economics. Where it costs only 
five to 10 per cent more to color a 
live program than to transmit it in 
b&w, the cost is 25 per cent and higher 
for a show on film. “When advertisers 
are spending $150,000 for a Perry 
Como or Dinah Shore telecast in 
black-and-white,” said Bill Boss, “sev- 
eral thousand dollars more for color 
gives considerable added value. But 
a film half-hour that costs $30,000 
won't attract many buyers at $40,000.” 

More outdoor color will be brought 
to viewers this year through tape re- 
cording, a technique just beginning to 
be utilized. Currently, the NBC 
studios in New York and Hollywood 
are taping in color, as is WBTV Char- 
lotte, the first independent station to 
buy a color converter. Brisk sales are 
expected when Ampex shows its con- 
verters at the NAB convention. Pro- 
grams taped for future presentation 
in color—and expected to be “excit- 
ing” —are a Ginger Rogers show, 
Menotti’s Maria Golovin opera and 
The Moon and Sixpence, among 
others. 

As with black-and-white tape broad- 
casts, the difference between color- 
taped shows and live color is virtually 
indistinguishable. The regularly taped 
Arthur Murray Party, the all-taped 
Kiss Me, Kate and the half-tape, half- 
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live Fred Astaire program testify io 
that. 

Among other recent developments 
in the color field is the portable color 
camera first used by NBC to cover 
the Tournament of Roses parade from 
a helicopter. The 20-pound tran- 
sitorized camera was a radical change 
from the customary large color cam- 
era, and should see increased used par- 
ticularly in connection with taped 
“remotes.” A new coating process 
used on color tubes at the RCA Lan- 
caster, Pa., plant reportedly provides 
greatly improved picture quality. 


RCA, NBC-TV Carry Ball 
While RCA and NBC-TV proceed 


with increased technical developments 
and color programming, the situation 
at ABC-TV and CBS-TV is unencour- 
aging. 

The American Broadcasting Co. has 
yet to telecast a color program and 
has no plans to do so in the immediate 
future. “As we've said before,” said 
a company official, “when the demand 
warrants it, we'll be in color with the 
rest.” In the construction of several 
new studios, provisions on a minor 
scale were made to allow for the in- 
stallation of color equipment and 
lights, but little actual equipment is 
in at present. With westerns constitut- 
ing the bulk of its programming, the 
network’s reluctance to add expensive 
color units is understandable. How- 
ever, with color “naturals” such as 
Disney, Pat Boone and Dick Clark, 
along with an occasional special like 
Peter and the Wolf in its line-up, there 
is hope for the future. 

Thus far in the 1958-59 season, the 
CBS television network has telecast 





LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 










SLIDE LETTERING—READY MADE 
Do your cards & slides in seconds. Always uni- 
form, always right. Durable cardboard cutout 


letters in red, black, white, green, yellow, blue. 
180 2" capitals, or 240 1}%'' manuscript letters. 
One color & size per set. Each set, $1.00. Re- 
useable adhesive $1.00 pack. 


Mutual Aids, Dept. 100, 1946 Hillhurst Ave., 
Angeles 27 
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only two programs in color: the once- 
a-month film show, High Adventure 
with Lowell Thomas, and a 90-minute 
special performance of The Nutcrack- 
er ballet. The question at the network 
seems to be not so much why more 
shows are not offered in color (CBS- 
TV has its necessary equipment on 
hand and paid for), but why the two 
programs were singled out of the total 
schedule for colorcasting. 

At Campbell-Ewald, Inc., advertis- 
ing agency for the Delco-Remy divi- 
sion of General Motors, which spon- 
sors High Adventure, tv-radio director 
Pete Miranda said the client feels color 
is “very valuable.” The travelog foot- 
age is shot in color originally, as are 
all Chevrolet and Delco commercials. 

“Obviously,” said Mr. Miranda, 
“we're building a long-lived product. 
The films can be used for theatrical 
release or special showings later. 
Shooting « color commercial along 
with a black-and-white one—particu- 
larly on exteriors where most car and 
automotive-parts announcements are 
made—generally involves only the 
film-stock cost. The small charge for 
colorcasting the program is virtually 
insignificant as part of the total budget 
on the show.” 


Christmas Present 


In the case of The Nutcracker, an 
unusual event took place in view of 
the fact that “CBS-TV has been down- 
grading and downbeating the tint 


> according to one sur- 


contributivun,’ 
veyor. “The network just thought the 
program would look good in color,” 
said Bob Hoag of CBS network sales. 
“and made a Christmas present of the 
color costs to the advertisers.” 

He continued by noting that when 
CBS suggested to the regular spon- 
sors who held the Playhouse 90 time 
slot in which the ballet was placed— 
All State Insurance, Kimberly-Clark 
and American Gas—that they might 
present color commercials during the 
tint show, the reaction was negative. 
“Several agreed they might color a 
but with the 
equipment tied up on the ballet, this 


live announcement, 
was impossible. No one wanted to 
spend money to film a color spot for 
the single show.” 





Apparently the Christmas season 
with its mood of generosity is past, 
for CBS-TV special program director 
Richard Lewine reported the network 
has no color plans for the remainder 
of the season, excepting High Ad- 
venture. 

Fortunatcly for the color-set owner, 
the limited network color programs 
are supplemented in many areas by 
considerable local efforts. 

The latest count shows 297 stations 
in the U. S. capable of broadcasting 
in color programs received from the 
networks. About 101 stations have fa- 
cilities to transmit color programs 
locally, although only 43 can broad- 
cast live shows; the remainder are 
equipped for film and slide transmis- 
sion. 

Costs to equip a local station for 
color transmission vary greatly, 
says RCA, according to each station’s 
present equipment. For network color 
pick-up, the expenditure can range 
from a few hundred dollars up to 
$10,000. To originate color slide and 
film telecasts, an additional $60,000 
may be needed. For live color origi- 
nations, using two color cameras, 
about $100,000 more is required. 
Ordinarily, the newer a station’s ex- 
isting equipment, the lower the color 
conversion costs. 

“Cameo Theatre” 

Still, with the relatively high costs 
of colorcasting tools, local stations in 
eight major markets (including six of 
the top 10) will show color Cameo 
Theater re-runs of Matinee Theater; 
w6n-Tv Chicago just jumped its total 
hours of color to 201% hours per week, 
including much local programming; 
Philadelphia has become the top color 
market, with three stations broadcast- 
ing in tint; the Crosley stations in 
Ohio and Indiana are strong color ad- 
vocates; and the NBC-TV stations in 
Hollywood and Chicago do numerous 
hours of local color each week. 

Color excitement in the country’s 
greatest market is understandably low 
as New York itself is slighted in the 
color picture. The NBC-TV flagship 
station transmits all the network pro- 
grams in color, but does virtually no 
local tint shows. William Davidson, 
general manager at WRCA-TV, stat- 
ed that a recent move into studios in 
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Radio City resulted in temporary 
cramping. In addition, the station 
originates only a few live shows which 
are applicable to colorcasting. He 
said plans are currently under way 
for additional color shows. Colorcast- 
ing by New York’s six other stations 
is virtually nonexistent. 

“From a production point of view,” 
said WRCA-TV program director George 
Heinemann, “it’s no great trouble to 
do any live show in color. You also 
are able to be more creative in areas 
of set design, lighting, and so forth 
—all of which makes for a better 
show.” 

Pete Miranda at Campbell-Ewald 
objected to live color programming 
(as opposed to filmed color) on eco- 
nomic grounds. “Costs are higher,” 
he said, “because the camera and 
equipment warm-ups are twice as long 
as in b&w telecasts. Crew costs are 
greater. Lighting and scenery must 
be more precise and therefore more 
time-consuming.” 

Color is presented by the networks; 
color is presented by the local stations; 
still the “breakthrough” is beyond the 
blue horizon. Can it be the public is 
unaware of what it is being offered? 


“Our color promotion last fall cov- 
ered 30 major markets,” said Bill Boss 
at RCA. “It’s difficult to get a na- 
tional program under way, inasmuch 
as each color market has its own prob- 
lems. Many promotions must be han- 
dled on the local level in conjunction 
with dealers in the area.” 


RCA is currently using tv, radio 
and print to generate national interest 
in color. On radio, minute spots in 
Monitor and Bob and Ray segments 
are used each week-end. Color com- 
mercials appear regularly in the Perry 
Como and Gobel-Fisher programs on 
tv, as well as in Northwest Passage, 
Ellery Queen and others at intervals. 


A spokesman at Kenyon & Eck- 
hardt, Inc., the RCA advertising 
agency, noted that the budget for the 
new year has been increased “quite a 
bit.” The added funds, he explained, 
represent both a sales increase during 
the past year and an optimistic outlook 
for the present year. 


National magazines play an impor- 
tant part in the ad plans for this year’s 


color push. During the first six 
months of 59 K&E has scheduled three 
pages in Reader’s Digest, five in Sports 
Illustrated, five in The New Yorker, 
two in House Beautiful, two in Hotise 
and Gardea and three in Holiday. All 
ads are in four-color and many of 
them are bleed pages. As is cus- 
tomary, the promotion during the fall- 
winter season will be greatly increased 
in both weight and frequency. 

One of the most striking promo- 
tions presented by RCA took place 
last Oct. 18 in an issue of Tv Guide 
with a 6,699,745 circulation figure. 
An eight-page, four-color insert had 
the dual purpose of “selling” a spe- 
cific color show and color sets in gen- 
eral (with a boost for stereo sound 
included as well). The insert unfold- 
ed to disclose a picture of George 
Gobel and four fashion models, repre- 


sented in full color in an area the | 


exact size and shape of the lower half 
of a 21-inch tv screen. At a point in 


the Gobel telecast on Oct. 21, the ac- | 


tion was “frozen” while the viewing 
audience was asked to place the page 
over the bottom of the tube on their 
home sets. A “home demonstration” 
was the result, in which the black- 
and-white upper half of the picture 
could be compared with the color half 


beneath. 
Projected Results 


To ascertain the effect of the pro- 
motion, a Gallup-Robinson survey was 
taken and projected on Nielsen fig- 
ures, while a special Philadelphia 
phone survey contacted 2,000 persons 
during the hour of the telecast. 

According to an agency executive, 
the program captured a 30.0 share of 
audience—with a Nielsen rating sev- 
eral points higher than in preceding 
weeks, and considered quite good in 
view of the Cheyenne-Wyait Earp 
competition. It is believed the show 
had some 23 million viewers with tv 
on alone, another 3.5 million with 
both tv and radio (for stereo) on, 
and that more than a million persons 
“saw” the program and its commer- 
cials on radio alone. 

Projections indicate 60 per cent of 
women viewers and 76 per cent of mén 
viewers—some 18,360,000 persons in 
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all—remembered color television was 
advertised on the program. About five 
million persons had seen the Tv Guide 
advertisement. And about nine per 
cent—2,577,000 people—actually tore 
out the page, got up from their chairs 
and held the ad before the screen to 
make a color comparison. 

Importantly, more than one million 
persons expressed “increased interest 
in buying color” after the telecast, ac- 
cording to the projected figures. 

The national expenditures by RCA 
for color advertising are over and 
above the cooperative budgets allowed 
local dealers, most of whom use large 
amounts of newspaper space. It would 
appear, from the budget indications 
and promises of greater promotions 
to come, that RCA is quite prepared 
to pour additional funds into the color 
well—into which more than $100 mil- 
lion has already been placed. 

An extra impetus is given to color 
by a great many of the nation’s news- 
paper tv columnists, virtually all of 
whom have been impressed at one time 
or another by a Roberta, a Northwest 
Passage or a “weak” show that was 
greatly improved by the tint factor. 
These writers have excitedly told their 
readers of color’s “new dimension of 
realism” and “flashing varicolored 


gowns.” Most admit to knowing, how- 
ever, that they speak to an audience 
composed only of black-and-white 
Several have written col- 


viewers. 
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umns in which they answer the most- 
often-asked questions about color— 
ease of tuning, repairs, etc. 

Indeed, so many of the questions 
asked by the public about color are 
negative (Aren’t sets hard to tune? 
Don’t they break down often?) that 
it sometimes seems a concerted anti- 
color faction must be at work. Ap- 
parently much of the distrust of color 
stems from the poor performance of 
the sets first introduced. 

It has been hoped that the Govern- 
ment decree last fall which required 
RCA to make some of its patents avail- 
able to the rest of the industry would 
bring other manufacturers quickly 
into color. Thus far, results have been 
rather nebulous. RCA is doubtless 
eager to have other makers producing 
and selling sets. 


Advertiser’s Market 


Such studies as the NBC-BBDO 
ColorTown Survey (Tv AGE, Oct. 20, 
1958) have shown there is a sizable 
advertiser's market in the color-set 
owner. Largely through the efforts of 
a handful of people—and the fact that 
color itself is a dynamic, exciting 
medium that simply cannot be stopped 
by any amount of professional disin- 
terest—that market is growing. 

A comparison between color tele- 
vision and automobiles was drawn 
earlier by a CBS official. An idea has 
appeared recently that a further paral- 
lel might be drawn between the pres- 
ent color situation and that of the 
automotive industry. In Detroit, the 
chief American car makers have con- 
tinued to turn out large models while 
their own sales declined and sales of 
foreign and small U. S. makes rose. 
Now the manufacturers are hastily 
tooling up to capture a part of that 
large small-car market. 

Similarly, in the current tv picture, 
the majority of manufacturers and 
networks are watching—perhaps in 
some surprise—as RCA continues to 
sell to an ever-growing number of 
color-set owners. Detroit’s actions at 
present could indicate a similar move 


| within the electronics industry—a 


move that could come suddenly at any 
time, with exciting results for all con- 


cerned with color. 








Malcolm C. Klein has been named 
vice president and general manager 
of WNTA-TV-AM-FM New York, the 
broadcasting properties of National 
Telefilm Associates. Mr. Klein comes 
to NTA following a six-year sojourn 
at KABC-TV Los Angeles, where he 
served first as an account executive 
and later as assistant general sales 
manager. 





Muppets (Continued from page 43) 


Neble, the two young art students who 
own Sam and His Friends, for the 
purpose of creating new characters for 
Wilkins. Will and Wontkins were the 
result. 

The spots are by no means spon- 
taneous. Each is carefully planned by 
Ver Standig, Mr. Henson, Miss Neble 
and James Young, creative director 
and copy chief of the agency. The 
budget for each spot is held to less 
than $1,000, including filming at 
Rodel Film Studios in Washington. 

The spots also receive the benefit 
of a preview before local club or 
school audiences, which are asked to 
submit their written reactions to the 
spots. Ver Standig carefully analyzes 
the audiences’ reactions, says that not 
more than 60 per cent of the spots 
previewed ever go on the air. 

Those who survive the rigid pre- 
screening and go on the air are then 
checked through monthly comments 
of a panel of 500 households which 
report to Data Unlimited, a Washing- 
ton research organization. Such 
checks enable the agency and client 
to determine not only the effective- 
ness of their own commercial, but also 
how it compares with other spot ad- 
vertisers, including competing brands 
of coffee. 











= 





From left to right: William Sanning, manager of advertising and sales promo- | 
tion, The Kroger Co.; Don Dahlman, Ziv spot sales manager ; Othur Oliver, Ziv 
account executive; Rod Godley, director of advertising, The Kroger Co., and 
Ray McGuire, Ziv north central division sales manager. 
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Kroger (Continued from page 39) 


past include Corliss Archer and Man 
Called X. This year we have Sea 
Hunt. 

“As an advertising man, I have al- 
ways felt tv was a strong medium, but 
our people are just beginning to real- 
ize its total impact.” 

Mr. Neiser uses the Ziv promotion 
kit wherever and whenever possible. 
The kit, which contains scores of Ziv- 
designed promotion materials—post- 
ers, streamers, photos, press releases, 
publicity ideas and stunts—was an im- 
portant factor in kicking-off the Sea 
Hunt campaign in Cincinnati. 

Kroger store managers are also ap- 
preciative of Ziv shows. Lawrence 
Hoffman, co-manager of Kroger’s new 
store in a suburban multi-million-dol- 
lar shopping center, says: “We've en- 
joyed solid sales on the items featured 
on the show. And the promotion 
posters are fine. I particularly like 
the interior signs prepared by Kroger, 
with the Sea Hunt artwork supplied 
by Ziv, which I place near the cash 
registers.” 

Frank Bates, another store man- 
ager, describes the show as “very ex- 
citing. Sea Hunt holds the attention 
of customers of all ages. They ask 
specifically for the products shown on 
the program.” 


And Robert Byrun, manager of a 


store in a bustling residential area, 
reports that he oftea runs out of items 
featured on the show. “I'd prefer to 
feature the same item for two weeks 
in a row so we would be sure to have 
an ample stock on hand,” he says. 





14,000 Sales 


One day of participation on 
The Paul Dixon Show on WLW-T 
Cincinnati resulted in $14,000 
worth of sales for Shillito’s De- 
partment Store. 


On the first Monday morning 
of Shillito’s participation an iron- 
ing-board cover and pad were 
demonstrated by a member of the 
store’s staff. By 5 p.m. the same 
day the entire stock on hand was 
sold out, and a total of 14,000 
pieces at $1 each was sold in five 
days. 


The Paul Dixon Show, which 
originates on WLW-T, is seen in 
both color and black-and-white 
for 90 minutes each morning 
in the Cincinnati area. “This 
shows,” says Arthur J. Corston, 
Shillito’s publicity director, 
“what can be done with a good 
demonstrable item, a good dem- 
onstrator and a good showcase.” 





HIGH POWER 


229 KW VIDEO 115 KW AUDIO 
SPANS A BILLION DOLLAR 
ROCKFORD PRIMARY MARKET 


COVERS ALL OF 14 COUNTIES AND 
MARKET PORTIONS OF 14 OTHERS 


The new, wide-range of WREX-TV, now 
increased to 229,000 watts video effective 
power (five times the former ratings), ex 
tends the primary limits of the Rockford 
TV market to encompass $1.1-bilhon poten- 
tial . . . widens the “secondary” range of 
influence to include a total $2.5-bilhon 





ROCKFORD MARKET 

WREX-TV’s new power spans a primary 
area of four counties and market portions 
of 11 others .. $1,163,973,000 consumer 
spendable income — 555,462 people — and 
markets that record total retail sales of 
$762,124,000 annually. 


TOTAL MARKET: 


Population 1,343,651 
Households 413,099 
Spendable Income $2,502,773,000 
Retail Sales $1,768,295,000 


WREX-TV COVERAGE 

WREX-TYV spans audience interest 
comparative rankings of top programs, ARB 
area survey, shows 33 of top 37 programs 
are all on WREX-TV. WREX.-TY leadership 
is strong throughout the telecasting day 

Rockford Metropolitan Area— station share 
of sets-in-use summary—for 4 weeks 


Source ARB Oct. 21 - Nov. 19 — 1958 
WREX-TV Station B 
Mon. — Fri. . 
Sign-on to Noon 56.3* 48.4 
Noon to 6:00 PM 70.3 28.7 
6:00 PM to Midnight 55.1 43.8 
All Week Sign-On 
to Sign-Off 59.2 40.7 
* Shares — station on less than the station tele- 
casting the most quarter hours during par- 


ticular period. 










a wider market /coverage 
range in the Rockford 
BILLION DOLLAR market 


WREX-TV 


CHANNEL 13 ROCKFORD 
J. M. Baisch Gen. Mgr. 
ABC - CBS AFFILIATION 
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Film 


(Continued from page 53) 


“among television advertisers toward 
high-quality commercials, rather than 


a large variety of commercials about 
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the same product.” In 1959, says Mr. 
Morton, Wilding TV expects to do a 
volume of $1 million in tv commercial 
production. In 1958 commercial busi- 
ness jumped almost 40 per cent over 
1957, he also reports. 

Transfilm, Inc., which produced the 
134 minute Mercury commercial seen 
on the Ed Sullivan Show on Feb. 15, 
reports that its “visual squeeze” tech- 
nique utilized in the commercial re- 
sulted in Mr. Sullivan posing for more 
than 500 still photos... .S.0.S. 
Cinema Supply Corp. recently intro- 
duced a new product called the S.0.S. 
Jr. Tripod, which has professional 
notched legs designed for maximum 
rigidity. . . . William H. Moenter has 
rejoined the electronics department of 
S.0.S. Cinema Supply Corp. 

Robert Lawrence Productions has 
been cited for the production of the 
best advertisement of 1958 by the Ad- 
vertising Club of Springfield, Mass. 
The winner was a 60-second animated 
commercial for Lestoil detergent fea- 
turing “Mr. Dirt.” The firm was the 
recipient of still another award recent- 
ly. This one came from the Brewers’ 
Association of America for the best 
beer commercials of 1958. 


New Animated Spots 


TV Spots, which has been turning 
out five new episodes per week for a 
year of the Crusader Rabbit animat- 
ed series, reports it has just about 
completed the 260 episodes. . . . Music 
Makers, Inc., has completed a new 


| one-minute tv commercial for Cutex. 
| The spot utilizes a blend of one sing- 


ing voice, a background orchestra and 


| one speaking voice.... Joseph L. 


Tames has joined the customer-service 


| department of Movielab Film Labora- 


tories, Inc. 

Film Producers Assn. of New York 
re-elected all its officers and directors 
for 1959. Officers are: Nathan Zucker 
of Dynamic Films, Inc., president; 
Lee Blair of Film-TV Graphics, execu- 
tive vice president; Judd Pollack of 


| MPO Productions, first vice president ; 


Robert Crane of Color Service, Inc., 
second vice president representing as- 
sociate members; Henry Strauss of 
Henry Strauss & Co., secretary, and 
Edward J. Lamm of the Pathescope 


Co. of America, treasurer. 








PERSONNEL ... 


Robert Sparks has been appointed 
director in charge of syndicated film 
production for Screen Gems. Mr. 
Sparks, who joins the Columbia sub- 
sidiary after three years as executive 
producer in charge of film programs 
for CBS-TV in Hollywood, heads up a 
special unit created last fall which will 
develop properties specifically for 
syndication. He replaces Tom Gries, 
who plans to set up his own produc- 
ing firm. Mr. Sparks will be associat- 
ed with Wallace MacDonald, director 
of syndicated-program development 
in the unit. Its initial project is 
Stakeout, in production in 
Florida. 


Murray Benson has been named 


now 


director of licensing within a newly 
created licensing department at CBS 
Films, which has replaced CBS 
Television Enterprises. In addition to 
licensing CBS Films’ programs, the 
department will also handle CBS-TV 
network product. 

Flamingo Telefilm Sales, which, 
with Pyramid Productions, was ac- 
quired by the Buckeye Corp., has 
made three additions to its sales staff. 
Latest sales appointments are: Wells 
Bruen, named regional sales manager 
working out of the Dallas office; Sam 
Steele, appointed regional manager of 
the southern division, with new offices 
in Atlanta, and William A. Whalen, 
who has joined Flamingo’s midwest- 
ern sales staff. Mr. Bruen served most 
recently with Official Films as syndi- 
cated sales manager in the southwest, 
and he was formerly associated with 
the George P. Hollingbery Co. and 
with the Dumont Television Network. 
Mr. Steele also served with Official, 
and Mr. Whalen’s background in- 
cludes stints with MPTV and Guild 
Films. At the same time, it was an- 
nounced that Billy James, with Guild 
Films for the past two years, has joined 
Flamingo as director of advertising 
and publicity. Mr. James served with 
General Artists Corp. before joining 
Guild. 

James E. Denning has joined MCA 
TV as a vice president. Mr. Denning, 
who had previously served with NBC- 
TV and before that with RCA Com- 

will handle theatrical 
. . Phil Cowan has been 


munications, 
contracts. . 
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appointed director of publicity for 
National Telefilm Associates’ owned- 
and-operated stations (WNTA-AM-FM- 
tv New York and KMsp-tv Minneap- 
olis). . . . Milo O. Frank will produce 
a new pilot for MGM-TV, You’re 
Only Young Once, a situation comedy 
which goes before the cameras in a 
matter of weeks. 

Ziv’s Cisco Kid sales division has 


been expanded. Barney Cragston, 





MR. CRAGSTON 


with Ziv in both radio and tv for the 
past 13 years, has been appointed 
sales manager of the unit. Upon his 
appointment, Mr. Cragston  an- 
nounced the promotion of Pierce V.S. 
Smith to spot sales manager and the 
addition of three new account execu- 
tives. 

Prior to joining Ziv, Mr. Cragston 
was director of co-op sales for ABC 
Radio and before that operated his 
own organization for the sale of radio 
properties. Mr. Smith who has served 
as an account executive in the Cisco 
Kid division, will now handle account 
supervision in the field, under Mr. 
Cragston. The three new account ex- 
ecutives are: Walter L. Sachs, cover- 
ing the Atlanta region; Stanley Dyer, 
covering Texas and Oklahoma, and 
George W. Sloan Jr., covering the 
New England states. 

Arthur Stolnitz, for the past six 
years with the legal department of 
William Morris Agency, Beverly Hills, 
has joined Ziv’s business affairs de- 
partment. He will headquarter in 
Hollywood. . . . Ernest Fladell has been 
appointed creative director, advertis- 
ing department, for National Telefilm 
Associates. In his new post Mr. Fla- 
dell is responsible for creating all ad- 
vertising, presentations and direct 


mailings for NTA and the NTA Film 





Network. He reports to Lester Krug- 
man, executive director of advertis- 
ing, promotion and merchandising. 
Mr. Fladell joined NTA in May of 
1958, and prior to that was associated 
with NBC-TV for five years, serving 
as manager of sales promotion. 

Independent Television Corp. has 
appointed three more men to its sales 
force. The new sales executives are: 
John Serrao, who has been appointed 
district manager in the western-divi- 
sion sales office; Al W. Godwin, who 
has joined Arrow Productions, ITC’s 
re-run division, and John B. Dalton, 
who has joined ITC’s syndicated sales 
division, reporting to Leonard War- 
ager, northeastern sales manager. In 
another ITC expansion move, Jessica 
Maxwell has been appointed casting 
director. Miss Maxwell was formerly 
with Television Programs of America 
in production and casting. 

Don Castle has been appointed per- 
sonal production assistant to Jack 
Wrather on all Jack Wrather Organi- 
zation tv film productions. 





Success (Continued from page 41) 


own version of a successful network 
prototype. 

“Our aim from the beginning,” says 
Robert L. Rierson, wsetv program 
operations manager and the “brains” 
behind Carolina Calling, “was so to 
design the commercial format of the 
show that it would allow us almost 
any kind of sponsorship. 

“Basically, the program would be 
divided into four quarter-hour seg- 
ments, but a sponsor could purchase 
15 minutes, a minute participation, a 
three-minute news, weather or farm 
segment, or a 20-second or ID be- 
tween the quarter-hours. An adver- 
tiser could have his own film com- 
mercials, or he could utilize the abili- 
ties of the emcee or the effective 
homespun pitch of Art Smith. 

“An interesting point to mention 
here is the fact that one of the first 
clients to buy into the show, Swift & 
Co., with two quarter-hours per week, 
has recently completed a full year of 
sponsorship and has just renewed for 
another 26 weeks.” 

In the year following its debut in 





Income and Expenses 


Following is the financial 
track record of wstv’s Carolina 
Calling during its first year on 
the air. With set pieces used on 
a@ permanent basis, the show's 
expenses are wholly for talent 
and production personnel—sev- 
en musician-singers, emcee, di- 
rector and four-man crew, plus 
guest personalities. 





Week Income Expenses 


12/21/57 $1,494.23 $1,978.16 





12/28 1,523.96 1,853.90 
1/11/58 1,656.52 1,826.40 
1/18 1,865.07 1,853.90 
1/25 1,956.26 1,816.77 
2/8 2,048.90 1,842.97 
2/22 2,114.50 1,826.14 
3/15 2,301.42 1,798.08 
3/29 2,389.16 1,814.11 
4/12 2,640.41 1,921.09 
1/26 2,738.12 2,011.24 
5/10 3,243.37 2,443.94 
5/24 2,883.38 1,989.14 
6/7 2,538.59 1,881.94 
6/21 2,608.86 2,225.46 
7/5 2,768.25 1,920.79 
7/19 2,359.09 1,588.00 
8/2 3,452.49 1,987.13 
8/23 3,130.23 1,949.75 
9/6 3,092.10 1,943.51 
9/20 3,171.60 1,646.00 

10/4 2,745.47 1,747.00 

10/18 3,047.10 1,769.00 

11/1 2,739.74 1,761.00 

11/15 2,994.27 1,752.00 

11/29 2,848.51 1,752.00 

12/13 2,895.78 1,752.00 





December °57 Carolina Calling 
achieved such widespread acceptance 
that it was able to rack up an exceed- 
ingly impressive roster of 44 national 
advertisers and 31 local sponsors. 
Among the former who are partici- 
pating in the show are such giants as 
Procter & Gamble, Colgate-Palmolive, 
Whitehall Pharmacal, Sterling Drug, 
General Foods and General Mills, 
Bristol-Myers, American Home Prod- 
ucts, Gillette, Armour & Co. and 
Borden’s. 


Local advertisers on Carolina Call- 
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ing range from the Charlotte Junior 
Chamber of Commerce to Sears, Roe- Sponsor 
buck and include department stores, 


























Following is a complete list of the 


laundries, grocery firms, furniture 44 national advertisers and 31 local 
companies, insurance organizations, sponsors who have participated in 
appliance houses and sundry others Carolina Calling on wetv during its 


which take in even a sewing center first year on the air. 


and an ae film exchange of Co- NATIONAL 
lumbia Pictures. Allied Chemical Co. 
All was not as well with Carolina American Chicle Co. 


American Home Products 
Anahist Co. 
Andrew Jergens Co. 


Calling during the first weeks of its 
existence, however. For the week 


ending Dec. 21, 1957, and for a full Se & Ca. 
month thereafter, the program’s ex- Borden Co. 
penses exceeded its income. The break Bourjois 

came with the week of Jan. 18, 1958; Bristel Myers Co. 


f he f 7 Carter Products 
or the first lime, income was greater Chemical Corp. of America 


than cost, and it has never again fall- = Colgate Palmolive Co. 





en behind. In some weeks the show Colonial Stores 


has netted as much as $1,400 for the : Crown Petroleum Co. 
Dixie Cup Co. 


station. . 
F. E. Myers & Co. 
Additionally, from the first rating 2 General Foods Corp. 
survey taken after the program’s in- : General Mills, Inc. 


ception, Carolina Calling has never, : eae W. Helme Co. 

: n Gillette Corp. 

according to Mr. Rierson, lost to Dave 3 : 
Gilmar Records 


Garroway, starting with a rating of H. W. Lay Co. 
approximately 5.0 and building to as : J. H. Filbert Co. 
high an average as a 10.1. : James G. Gill Co. 


States Mr. Rierson: “In the No- 
vember 1958 Nielsen taken in the 


: John H. Dulany 
: La. State Rice Milling Co. 
Marathon Corp. 





Charlotte area, Carolina Calling rated : Natl. Fruit Products Co. 
as high as a 12.1 and captured 44,000 = Peter Paul, Inc. 

- . : » acre : 
television homes. Its average rating :  Pharmacraft Corp. 





Procter & Gamble Co. 






in this survey was higher than any iz . 
: : S. C. Johnson Co. 





OTe > Cc titi stati . . 
program on the competition station Ceehinn Co 


until 6 p.m.” ? Southern Bell T. & T. 
Standard Brands, Inc. 






A good example of the show’s view- 





ership was afforded wBtv via a duck- 














Recent major changes in Storer Broadcasting Co. executive personnel include 





the appointment of Peter Storer (1.), formerly general sales manager of WJW-TV 
Cleveland, as managing director of wspv-tv Toledo. Frank Barron (c.), for- 
merly national sales manager of Wiw-Tv in New York, has been made general 







sales manager, and Ronald G. Smith (r.), formerly on the local sales staff of 





wJw-Tv, has been named to succeed Mr. Barron as national sales manager in 
New York. Ben Wickham is managing director of WJw-TV. 
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Roster 


Sterling Drug Co. 
Strietmann Biscuit Co. 
Swift & Co. 

Toy Guidance Council 

Vick Chemical Co. 
Waldensian Bakers 

Ward Baking Co. 

Whitehall Pharmacal Co. 
William B. Reily Co. 
LOCAL 

Allied Chain Link Fence Co. 
Arrow Laundry 

Associated Grocers 

Atlas Sewing Center 

Bruton Smith Enterprises 
Carrikers, Inc. 

Charlotte Junior Chamber of Com- 
merce 

‘hester Chamber of Commerce 
‘ity Chevrolet Co. 

‘lark’s Department Store 
‘Xoble Dairy Products 


i ti i i ie 


‘olumbia Pictures 


ompton Tire Co. 

Douglas Furs 

Edwards Seat Cover Co. 
Eifred’s Department Store 
Haverty Furniture Co. 
Home Builders Association 
J. B. Ivey & Co. 

Jim Crockett Promotions 
Major Appliances 

Niagara of the Carolinas 
Pilot Life Insurance Co. 
Rogers Rug & Carpet Co. 
Sears, Roebuck & Co. 
Southern States Fair 
Spindle Center Fair 
Texize Chemical Co. 

UVA Industries 
Whittington & Allen Promotions 
Wondagrass Nurseries, Inc. 










naming contest held last fall. With a 
$100 Government bond as first prize, 
the contest pulled 33,000 entries in 
five days. (In a burst of inspiration 
stemming, presumably, from the name 
of Arthur Smith’s group, the winner 
came up with the fascinating name of 
Quackerjack. ) 


That Carolina Calling has proved 
itself a worthy replacement for Jimmy 
Dean is now undeniable. As Bob 
Rierson puts it, “Although problems 
were faced from time to time, and 
some adjustments had to be made in 
our original thinking, all of us at 
WBTV now assume that our early- 
morning experiment has become a 
permanent entity on our program 


schedule.” 
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In the picture 


David C. Adams (I.), executive vice presi- 
dent, corporate relations, NBC, has been elected to 
the newly created position of senior executive vice 
president; Walter D. Scott (c.) has been named 
executive vice president, NBC television network, 
and Don Durgin (r.), vice president and national 
sales manager, NBC-TV, has been promoted to 
vice president, television network sales. Mr. Adams 
has been with NBC since 1947, Mr. Scott for 20 


years, and Mr. Durgin since 1949. 








Donald H. McGannon, president of the Westinghouse Broadcasting Co., has been 
named chairman of the NAB Television Code Review Board to succeed Roger W. Clipp, 
vice president and general manager of Triangle Stations, it has been announced by 
Harold E. Fellows, president of the National Association of Broadcasters. At the same 
time, Mr. Fellows appointed three new members to the Television Code Review Board. 
They are Mrs. A. Scott Bullitt, Kinc-tv Seattle; Joseph Herold, katv Denver, and Gaine: 
Kelley, wrMy-Tv Greensboro, N.C. They will replace retiring members, who, in addition 
to Mr. Clipp, are Richard A. Borel, wens-tv Columbus, Ohio, and Mrs. Hugh McClung, 
KHSL-TV Chico, Cal. Mr. McGannon will assume the chairmanship of the NAB Television 
Review Code Board and the new members will take office on March 18. 














Lloyd Harris has joined Sullivan, Stauffer, Colwell & Bayles, Inc., as vice president 
and manager of the agency’s media department. Frank Minehan continues as vice presi- 
dent, director of media and chairman of the plans board. For the past 11 years Mr. Har- 
ris has been with Young & Rubicam, Inc., heading the media research department for two 
years and then becoming a media director. Born in Utah, he did civil-service work fol- 
lowing his graduation from Utah State University, serving in the field of research for 
various Government agencies. During World War II Mr. Harris held the rank of major 
in the Army, serving throughout the war at the Pentagon in Washington. Following his 
discharge from the service, he spent two years as director of research in the New York 
City branch of the Veterans Administration before joining Y&R. 





saw five years of Army service during World War II. 


Leonard H. Goldenson, president of American Broadcasting-Paramount Theatres, Inc., 
has announced the promotion of Stephen C. Riddleberger to vice president for the 
owned-and-operated stations of the American Broadcasting Co. Mr. Riddleberger, formerly 
vice president and comptroller of ABC, will assume over-all responsibility for both the 
television and radio o&o’s of the company, reporting to Simon B. Siegel, financial vice 
president of AB-PT. Mr. Riddleberger had been vice president and comptroller of ABC 
and assistant treasurer of AB-PT since October 1957. He has been with ABC since 1952, 
when he became radio budget officer. Prior to joining ABC, he served NBC for seven 
years in various capacities. He attended Columbia University in New York and served 
in the European Theatre of Operations during World War II. 





In a top-echelon appointment at Product Services, Inc., Frederick S. Fischer has been 
named vice president and general manager of the agency, it has been announced by Les L. 
Persky, president of Product Services. Mr. Fischer comes to the agency after seven years 
from 1952 to the present—with the Columbia Broadcasting System as a financial manage- 
ment executive. Earlier, from 1950 to 1952, he held down a credit-management executive 
position at R. H. Macy & Co. in New York, and for three years previous to that he served in 
an executive capacity at another important Manhattan department store, Bonwit Teller. Born 
in Newark, N. J., in 1917, Mr. Fischer and his wife reside in Closter, also in New Jersey. He 


earned a Bachelor of Chemical Science degree in 1940 from New York University, then 
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says Fred Thrower, Vice Pres. & Gen. Mgr. 


WPIX 


NEW YORK 


Popeye can lift anything... 
especially ratings! “As usual, our 
Popeye show is completely sold 
out”, says Fred Thrower, Vice Pres. 
and General Manager of WPIX. 


“*Our Popeye show has been scor- 
ing top ratings with the kids in 
New York, sinceits firstweek. Now, 
after three years, it’s-still leading 
all 7 channels in its time period, 
with a strong10.7(A.R.B., Decem- 
ber).”’ 


Year after year stations have been 
racking up sponsor sell-outs with 
Popeye. That’s because the millions 
of Popeye rooters are fantastically 
loyal and highly receptive to 
sponsors’ messages. 


to work for your station. Like 


spinach! 


U.C.c. 


UNITED ARTISTS ASSOCIATED, inc. 
NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8953 

LOS ANGELES, 9110 Sunset Blvd., CRestview 6-6886 
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THE LIGHTER SIDE In camera 


Bill McGarry has a weekly half- 


hour sports show on KQED, the educa- 


| tional outlet in San Francisco. At 


this time of the year he discusses ways 
to avoid ski injuries. 
since 


Viewers of Bill's program 


early February have seen him with his 


| right leg in a cast. He chipped a bone 
| in his ankle while skiing. 


This should serve as a lesson to all 
sportscasters: preach, don’t practice. 
* a * 

Producers of the French-speaking 
network of the Canadian Broadcasting 
Co. on strike in Montreal recently 
staged a colorful protest outside the 
Parliament Building in Ottawa. They 


| came to the capital in special train and 


automobile and demonstrated, carry- 
ing banners and placards and wearing 
raccoon coats, skaters tocques, red 
stockings and beards. 

With that kind of college spirit 
within their ranks, these producers 


| have nothing to worry about. I} 
| things get real bad they can always 


survive by eating goldfish. 
*% * * 


The funny thing about it is that we 
received several communications dur- 
ing the past weeks containing the same 
definition: “They are called adult 
westerns because the plots are over 
21 years old.” 

* e * 

A Television Legend: “Speaking of 
repeats,” a fellow said, “did you ever 
hear the sad story of the actor who 
burped during a love scene?” 

“No,” we said, stating a simple 


| truth simply. 
So put Popeye’s mighty muscles | 


| hooves me to tell you the tale, for if 


WPIX you'll find he belts the | 
competition . . . and brings in the | 


“Well, sir,” the fellow said, “it be- 


nothing else, it proves that television 
has been with us a long time. 
“The story begins at the turn of this 


| decade, during the pre-freeze days. 


| This actor was playing the leading 


| romantic role in one of those closet 


dramas of that era. When he came 


| to the big love scene with the long- 
| suffering leading lady, the camera 


was, of course, in on the closest close- 
up possible framing the fervent faces 


of the two lovers. It was then that the 
leading man ad libbed orally an ab- 
dominal ejection. Needless to say the 
spirit of the scene was broken. 

“Well, sir, the actor was so ashamed 
of his part in the incident, he retired 
from the profession and, indeed, left 
New York to find solace in obscurity 
by working as a clerk in a grocery 
store in South Dakota. But his heart 
was neither in obscurity nor in 
groceries. It was in television. 

“So some eight years later he de- 
cided to New York and 


again take up his acting career. He 


return to 


was certain that he had been forgot- 
ten, thus he planned to retain his orig- 
inal name which, to protect his inno- 
cence, I shall refer to as George Spel- 
vin. 

“Well, sir, George Spelvin on his 
first day in New York went to Sardi’s 
to see whom he could see and to soak 
up the atmosphere that he had missed 
these many years. Seated at the next 
table were two intense young men who 
from their very animated conversa- 
tion seemed to be name-deep in tv, 
The heard 
vaguely familiar names as “Hubbell,” 
“Bob,” “Fred” and “Martin.” And 


then suddenly into the conversation 


returned George such 


came a name that was very familiar 
to George. But one of the young men 
at the next table, obviously the young- 
er of the two, vowed that he had not 
heard of this bygone luminary. “Oh, 
explained the older young man, ‘he 
was the Big Man for a short time there. 
I would say his heyday was along 
about the time that George Spelvin 
burped during a love scene.’ 

“Needless to say, George Spelvin is 
now back in that grocery store.” 

We wouldn't blame George if he 
winces everytime he sells a radish. 

*% * * 

According to a Reuters dispatch, 
television viewers in Limassol, Cyprus, 
picked up a program from Moscow, 
more than 1,500 miles away. They saw 
a soccer game and a film apparently 
telling a love story. 

That was no goal he was kicking, 
that was his wife. 





BILLION DOLLARS WORTH OF GREAT 


-G-M MOTION PICTURES COMES TO “10”! 
Nightly At 11:20 Sun. thru. Fri.— Midnight, Sat. 


ur “Late Movies’’ have always been top-rated in Rochester. pictures! 60 Academy Award Winners! 260 nominations for 
ow, thanks to this M-G-M gold mine, those ratings are really | Academy Awards! The greatest development in local Television 
Boing to zoom!—Watch ‘em! since Channel 10 stepped into commanding leadership in the 


he most famous of Hollywood stars in their greatest motion city of Rochester! 


| Basic CBS 
National Representatives 
INC. 


WVET-TV— BOLLING CO. 


HEC-T VanaW VE T-TV | MEET E-SYERSTY See, INC. 








SUPER UNIVERSAL 


ZOOMARS 


Now in use by 


NBC, CBS, ABC and leading TV Stations 


2 VY to 40 inches 


The greatest ZOOMAR ever 
built — three fast ranges 
22" to 16" at €/3.9 
4" to 25° at £/5.6 
62." to 40" at f/.8 
Completely balanced 
and corrected for color 





Watch the Performance of this New 


ALL PURPOSE SUPER UNIVERSAL ZOOMAR 


JACK A. PEGLER —_— BILL PEGLER 
President _ SS Se ales Ma 


TELEVISION ZOOMAR CORPORATION 


500 FIFTH AVENUE, ROOM 2223 NEW YORK 36, N.Y. 
BRyant 9-5835-6 





Call for a demonstration on your equipment. 
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